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When you sell Columbia Dry Batteries 
to your dealers, you put them on the 


sure road to permanent trade! 


Nothing is more vital to dealer the features that win and hold 
prosperity than that customer trade—power and endurance. 
satisfaction which alone insures Columbia Dry Batteries sat- 
continued buying. YourColum- isfy the purchaser, and surely 
bia Line of Dry Batteries en- the satisfied customer is the 
ables your dealers tocashinon _ dealer’s best asset. 


Concentrate on Columbia —the Line that 
Means Most to Your Dealers 


NATIONAL CARBON COMPANY, Inc. 
Long Island City, N. Y. 


Atlanta Chicago Cleveland Kansas City San Francisco 


Columbia 
Dry Batteries 


-~— they last longer 
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With the Editor 


HRISTMAS selling will be the 
keynote of the October issue. 
Feature articles will contain practical 
suggestions on how to get the dealer 
started in time to realize on the great 


possibilities of the season. Parr II 
of Tue Jopser’s SaALesMAN—‘SALES 
Ipeas” for October will also be de- 


voted to selling stunts for the dealer 
to use in promoting Christmas sales. 


* * * 


HE NEW departments started 

in this issue—Electrical Supplies, 
Electrical Appliances, Illumination 
and Purchases and Stock—have been 
added to make Tue Josper’s Sates- 
MAN reflect as truly as possible the 
jobber’s major activities. These, to- 
gether with the departments already 
carried, round out the paper and make 
it embrace the interests of every read- 
er, whatever his line of work may be. 
Do not wait for one of our field repre- 
sentatives to call upon you and ask 
for the ideas which will make these 
departments helpful. Contribute vol- 


untarily. 
R ADIO is getting into its stride. 
It promises greater rewards 
than ever for those who go after the 
business on a carefully mapped out 
plan. Selection of your radio dealer 
and then training him along the lines 
he must now go to build up a stable, 
permanent business is now your prob- 
lem. A well-known authority on radio 
merchandising gives some excellent 
suggestions on the subject in this 
issue. By November the radio busi- 
ness will most certainly be on the 
sharp, upward climb to its mid-season 
peak. The November issue will be a 
radio number, with prominent authori- 
ties contributing and with Parr II 
“Sates Ipeas” backing you up with 
tried-out selling stunts for the dealer. 


* * - 
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ter Plug— 
Heater ieee $1.50 
K 2 with Beaver 

Switch Plug— 
List 2.20 
K 3 with Feed- 
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“Yes! we have 
cartoned cord sets” 


Though the electrical dealer cannot 
sell bananas, he is everlastingly sell- 
ing Beaver Cartoned Cord Sets. 


You have met with this on the road 
—no question of it. It is helping 
you to increase your sales, but the 
Beaver Cartoned Cord Set idea is 


meaning something more. 


Before Beaver entered the field the 
dealer was buying staples such as at- 
tachment plugs, cord and heater 
plugs, and assembling his own sets. 
This meant that you had to push 
each one of these three items sep- 
arately and distinctly, and not al- 





ways were you able to take an orde; 


on all three. 


By pounding Beaver Cartoned Cord 
Sets you combine three sales in one. 
Laugh that off! 


You have something to talk about 
when you push Beavers. They serve 


as a bit of news when you make your 
call. 


Remember—tThree types—K1, K2 
and K3—all entirely Beaver con- 
structed except for the cord, and 
even this is especially manufactured 
for us. Fire Underwriters approval 
throughout, which includes the fa- 
mous Beaver Gripall. 


Gentlemen:—We thank you! 


Sales Representatives: 


SAN FRANCISCO 
Panama Lamp & Commercial Co., Irving M. Popkin 


CHICAGO 
American Mfrs. Agency, 
208 N. Wells St. 
DALLAS, TEXAS 
United Supply Co., 
529 So. Ervay St. 
KANSAS CITY, MO. 
O. J. Rollert, 

1011 E. 15th St. 


1066 Mission St. 515 
PHILADELPHIA 
Craven Electric Sales Co., 
30 Bank St. 
+. LOUIS, MO. 


. Jacques, H. L. Reynolds Co., 
5553 Vernon Ave. 


DETROIT 


les Bldg. 


BOSTON 
Chas. R. Corcoran, 
12 Pearl St. 


PITTSBURGH 
Oliver Bldg. 


BUFFALO: Guy V. Carpenter, 210 Pearl St. 
MEXICO: Teodoro Meyer, Av. 5 De Mayo Six, P. O. Box 2835, Mexico City 


Canadian Licensee 


Duncan Electrical Co., Ltd., 
2 Inspector St., Montreal, Canada 


Sole Agent for British Isles 


The Hotpoint Electric Appliance Co., Ltd., 
21 Berners St., Oxford St., London, W. ! 


BEAVER 


Cartoned Cord Sets 


BEAVER MACHINE & TOOL COMPANY, INC. 
625-647 North Third St., Newark, N. J. 
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Editor’s Page 


“Sales Ideas’’ 


HERE is a particular type of man of whom 

we say: “That fellow has got ideas.” His 
brain seems to single out possibilities for 
turning all sorts of things in every day life to 
advantage in his business. Also, he comes for- 
ward every little while with some strange, new 
idea that nobody apparently has ever thought 
of before. If he has the other faculty of going 
ahead and putting his ideas into operation, or 
of getting others to do it for him he becomes 
eminently successful as a rule. 

But the average man is not built that way; 
and the electrical dealer is an average man. He 
runs a store—probably runs it well. He watches 
his turnover, collects his bills, has presentable 
windows, is courteous to his trade and so on. 
But put it suddenly to him, we will say, that 
for the last 60 days his lamp sales have fallen 
below par, and what is there that he can do that 
he hasn’t already done to boost business, and 
nothing pops into his mind. He is not a spon- 
taneous generator of ideas. Probably the more 
he thinks the more provokingly elusive the right 
idea becomes. 

Fortunately, however, Rome was not built in 
a day and there have been a multitude of good 
sales ideas sprung since the apple market was 
stimulated in the Garden of Eden. The prob- 
lem is to be able to lay our hands on the right 
idea, at the right time, regardless of whether it 
has been used before o-~ If it will play a 
tune on the cash register that is sufficient for 
the moment. 

The announcement in this issue of Parr II 
of THe JopBer’s SatEsMAN—‘“Sales Ideas,” 
the first copy which you will find enclosed, repre- 
sents one of the most important steps that this 
publication has ever taken to promote more effi- 
cient gaerchandising methods. 

As jobbers’ salesmen you will appreciate in- 
stantly what this is going to mean to you in 
helping your dealer. Most of you have felt 
no doubt many times when a dealer was found 
dispirited over business that you wished you 
could contribute just the right idea that would 
get him interested again and trying to do some- 
thing to “buck up” sales. “Sales Ideas” will 
do this very thing. Carry it with you each trip 
and as new issues come out carry as many as 
you can. Then you will have something that 
you and your dealer can go over together and 
probably you can lay your finger on exactly the 
idea or stunt that will fit in with his particular 
store or locality and enable him to improve his 





sales. All of these ideas have been tested by 
others and found to work remarkably well. 
Furthermore, carefully preserve all of the 
issues. We are going to build up for you in a 
few months a veritable encyclopedia of these 
selling stunts; hundreds of them, which will 
eventually cover every important branch of the 
retailer’s activities. They will become, we be- 


lieve, almost invaluable to you and your trade. 
* * 1% 


Don’t Believe in Ghosts 


F THERE is any satisfaction in not being 

alone in one’s troubles wé of the electrical 
industry may get some consolation from the 
fact that there are some other industries that 
“view us with alarm” from a merchandising 
standpoint. Listen to what was said at a meet- 
ing of the Scottish Association of Watchmakers 
and Jewelers: “There is no doubt that we as 
jewelers should learn as much as we possibly 
can about electric clocks, as there is danger that 
we may allow this trade to get into the hands of 
electricians and ironmongers.” 

In this electrical industry and outside of it 
there has been so much talk about the electrical 
man not being a merchant that we are inclined 
to be looking for ghosts. The principal ap- 
parition is that of a mysterious, disembodied 
something we call the “real merchant,” which 
hovers in the borderland ready to grab off all 
of our trade. It is assumed that we, not having 
passed on to that higher plane of development 
cannot compete. 

But—electricians and ironmongers—just as 
the electrical industry is the biggest one, having 
commodities to sell, of any in the country today, 
just so is its merchandising instinct rapidly de- 
veloping to a comparable degree. A real mer- 
chant isn’t so much more than a “regular guy” 
after all, and, as Penrod might say—Look’it!, 
there are as many per capita in the electrical in- 
dustry as elsewhere and we're going to get 
along. 

* * «* 
Notice the Lighting Equipment 

H?” many are consistently working in the 

above slogan at every opportunity? It is 
understood that the Associated Lighting In- 
dustries is well along toward completion of 
the fund for advertising it nationally. But more 
than advertising will be necessary. Every man 
in the industry must do his part. And every 
jobber salesman ought to be as useful as 10 
average men, for he talks with 10 times as many 
people every day as the average man. 
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A wise doctor once said that the 
time to start training a child is with 
its grandparents. 


—. 
— 
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d es 4 , z, )} P 
eT Beecat ola Unto the Third Generation 


Liberty Hot Spot Specifications 
Liberty Quality and Value are fully rep- 


resented in The Liberty Hot Spot. Consider 


these points: Frame and three legs. 20- 
gauge, bright cold rolled steel, beautifully 
nickeled and polished. 

Special deep groove element base | of 
finest porcelain brick composition. 5%” in 
diameter. 

Ample ventilating space. Heat and 
current insulator between element base and 
metal parts. 

Genuine Nichrome heating element. 

Six feet of heavy heater cord with stand- 
ard two-piece plug—all parts riveted. 

Two porcelain terminal bushings, strain 
relief bushings and bracket. 

Detachable handle of stamped steel, will 
not chip or rust. Beautifully finished 
black. 

All covered by one year guarantee against 
defects of material and workmanship. 

Dimensions: 4in. high; ~~ diameter, 634 
in.; foot spread, 7% in.; handle, 5% in. 
long. 

Capacity, 110-120 volts; 550-650 watts. 

Packed complete in attractive individual 
cartons; weight, 2% pounds each. Shipped 
12 and 24 to a case; gross weight case of 
12—33 pounds; case of 24—70 pounds. 


WEST OF $420 
ROCKIES “*— 





What a baby Hot Spot turned out to be! He outgrew the 
perambulator stage in thirty days and when he was two 
months old he was flirting with every woman he saw 
and winning himself a home every time. 


Development like that is the result of just one thing—en- 
vironment! Hot Spot was born into the right family and 
raised right. He is the third generation of Liberty Hot 
Plates—the aristocrat of the sales counter. 


He is a business getter too. Just use him as the entering 
wedge and see how many times he fills the order blank for 
you. 


Read the specifications—they tell the story. 


THE LIBERTY GAUGE & INSTRUMENT CO. 


6545 Carnegie Ave. CLEVELAND. 


LIBERTY USERS BECOME APPLIANCE pot 
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Radio Problem Revolves Around 


Your Dealer 


How to Select and How to Help Him— Twelve Sales Suggestions 
Helpful in the Education of the Dealer 


develop him? 

Radio is an electrical pro- 
duct. It is dependent upon 
electricity to operate and to 
function—and unless some 
other method of transmission 
or reception is discovered, it 
will always be electrically op- 
erative. ‘This does not mean 
that the merchandising of radio 
products should follow along 
the same lines used in the sale 
of electrical devices and appli- 
ances, or that all of the retail 
outlets should be electrical 
dealers, but there is much to 
be learned from the experience 
of those handled 
electrical specialties. Radio is 
different, however, from any 
other electrical product now 
being sold, since it is looked 
upon, to a great extent, as an 


who have 


article of amusement or luxury. 
There, however, is every indi- 
cation that radio will 
tually be considered a house- 
llold utility and in isolated 
dwellings, an essential. 


even- 


The potential market is enor- 


mous, for every home and 


HE RADIO dealer—who is he and how ean we 
These are the questions which con- 
front the jobber and the manufacturer alike. 





By MEADE BRUNET 


District Manager, Radio Corporation of America 


be a good merchant. 

















Meade Brunet 





every apartment in the country has become a prospect. 
The primary qualification of a radio dealer is that he 


Knowledge of electricity and radio 


—while it is important and 
much to be desired—is a sec- 
ondary matter. 
The difference 
real merchant and an ordinary 
dealer is that the former bases 
his sales efforts upon the three 
fundamentals, viz: advertising, 
service, 


between a 


demonstration and 
while the latter 
very little or no consideration. 


gives them 


The success of any merchant is 
usually in direct proportion to 
manner in which he adheres to 
these principles, and he should 
proceed thus: 
Advertise: — Local news- 
publications; direct 
slides; 


papers; 
mail; lantern window 
displays ; 
tying into national advertising, 
and use of the proofs of the 
advertisements that appear in 
the national publications. 

Demonstrate: — Store 


typical 


postal service and 


ar- 
rangement; booths, 
room demonstration 
with a loud speaker; putting 
complete sets in the home on 


the 


scenes ; 


trial; demonstration of 
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public needs at hospitals, fire stations and in schools. 

Service :—Install set at a reasonable profit; do inside 
and outside job; follow up sets after installation to see 
that they give satisfaction; telephone them occasionally ; 
have a tickler system and follow up, then sell them bat- 
teries, tubes, etc. 

In the selection of dealers, the fact that merchandising 
ability is of primary importance and a knowledge of 
radio secondary was clearly demonstrated during the 
period of the so-called “radio craze.” At that time, the 
demand for radio equipment was so great that practically 
all electrical dealers—both contractor (one who does 
electrical wiring and other similar jobs on a contract 
basis and is primarily an electrician and secondarily a 
merchant) and appliance (one who sells electrical appli- 
ances of all kinds and is primarily a merchant and sec- 
ondarily an electrician)—-were drafted, so to speak, by 
the public to serve it. A survey of the field of electrical- 
radio dealers today will probably indicate that the appli- 
ance or specialty-electrical dealers have been and are the 
more successful of the two classes. This is due to the 
fact that they are primarily merchants and secondarily 
electricians. 

This being the case, the number of eligible dealers 
is greatly increased,—for good merchants are not only 
found in the classes already mentioned but also in other 
lines, the most desirable from the radio-sales standpoint 
being music, furniture, hardware and department stores. 


Twelve Sales 


(1.) Help dealer to see potential or possible field for the 
sale of radio products: 
The limit of the field is the extent of the imagination. 
Schools, clubs, fraternal orders, fire departments, semi- 
public organizations, hospitals, banks, some industrials. and 
the entire rural community are possible customers. 


(2.) Teach dealer to sell radio on the basis of performance; 
the service that it renders; the satisfaction that it gives, and 
the name of the company behind it: 
It is not necessary to sell radio technically or on the basis 
of its content, and if dealer attempts it, his sales time will 
be spent in futile discussions with fans. 


(3.) Teach dealer not to argue technical points: 
Competent engineers discussed and decided those points 
when sets were designed. 


(4.) Show dealer value of personal contact with prospective 


purchasers: 


This can be done by circularizing a selected list of pros- 
pects; making telephone calls and giving demonstrations 
in the home. 


(5.) The sale of parts is often helpful but dealer should 
spend his energy in the sale of complete sets: 
The profit is greater and it often takes as much time to sell 
parts as it does a complete set. 


(6.) Urge dealers to keep in touch with the “County 
Agent”’ and “Farm Bureaus’’: 
These important information centers should be well ac- 
quainted with his merchandise. These agencies will usually 
be found at the county seat. 


(7.) Dealers should be taught the advisability of carrying 
one standard line: 
No one yet has made great profit in radio by handling sev- 
eral lines at the same time. Help him select his stock care- 
fully and avoid handling competitive lines. 





The electrical jobber and jobber’s salesmen should bear 
this fact constantly in mind and be prepared to give real 
merchants outside of the electrical field very careful con- 
sideration when establishing their line of retail outlets. 

Although dealers should be classed according to their 
merchandising ability yet there is another point which 
must be given attention, and that is whether the dealer 
is in radio “for keeps” or if he is in it “today and out 
tomorrow.” Radio is going to be permanent—any form 
of communication that spreads information, entertain- 
ment and news will live. If it lives, the product will be 
sold, and as somebody will have to sell it, one must build 
for the future. The dealer who builds for the future is 
more concerned over the possibilities of his business than 
he is over the present return on his investment. It there- 
fore behooves every jobber and manufacturer to take the 
necessary time to build his distribution on a firm and 
enduring foundation. In such an organization there will 
be no room for “fly-by-night” dealers who are always a 
serious liability. 

To be able to discriminate between permanent and 
transcient dealers and to classify correctly their quali- 
fications is not sufficient to insure permanent and profi- 
table retail outlets; it is just as important, after the right 
type of dealers have beeen secured, to be able to de- 
velop them by means of continuous cooperation in the 
way of sales and advertising assistance. There are a 
number of ways in which this can be done, 12 of which 
are appended. 


Suggestions 


(8.) dviee dunes to get in touch with the Superintendent 
of the local schools and arrange for demonstrations before 
the children: 


Make school boys feel that dealer’s store is the radio head- 
quarters of the town. But be careful to avoid prolonged 
technical discussions in store to the exclusion of possible 
customers. 


(9.) Dealers should be urged to call on Superintendent of 
local hospitals: 


Sell him a receiver—any radio manufacturer can furnish 
sufficient testimonials to convince one of the value of radio 
to convalescent patients. 


(10.) Point out the fact that local clubs and fraternal or- 
ganizations are excellent prospects: 


‘The entertainment feature of a receiver being well adapted 
to their requirements. 


(11.) Teach dealer the value of selling sets to the leading 


families of his community: 


Dealers who sell to prominent citizens get the benefit of non- 
interested salesmen. There are many instances where the 
leaders in a community, because of their enthusiasm and 
pres 9 demonstrations, have sold many sets among their 
friends. 


(12.) Educate dealers in the matter of Service: 


Always make installations but charge for them. Some 
dealers think that service is a continuous expense. On the 
contrary, it can be made a source of continuous revenue. 
Dealers should keep a tickler file of installations made, and 
follow customers up regularly for the purpose of selling 
batteries, etc. Do not overlook the fact that a satisfied 
customer is the best form of advertising. As many as five 
new customers have been obtained through the reeommenda- 
tion of the original customer. 
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Cultivate a Telephone “Manner” 


And Some Other Things About Telephone Salesmanship 
That We Know But Sometimes Forget 


By FRANK FARRINGTON 


buy persisted in calling me up on the long distance 

wire at all sorts of inconvenient times. I could not 
refuse to reply to a long distance call, not knowing who 
the party might be, and to have my work interrupted 
repeatedly in that way exasperated me so that I refused 
to see the salesman when he finally came in person. 

The salesman calling on the telephone has no means of 
knowing just how inopportune his call may be. He 
cannot adjust his manner to fit conditions that are beyond 
his knowledge. When you call on a prospect in person, 
you can make your persistence fit the situation. You 
can sit down and wait. You can apologize for intruding. 
At all events, you know what you are up against and you 
can govern yourself accordingly. When you telephone, 
all you know is that you do or do not get the man you 
want on the wire. You cannot even see what he looks 
like, what mental attitude is reflected in his face. 

But—for all that, there are times when it is necessary 
or expedient to use the telephone. You are going to use 
the telephone more or less, so it is important that you use 
it in the way that will secure results and leave a good 
impression. 

Telephone salesmanship requires more tact and more 
courtesy and politeness than personal salesmanship, and 
that means a good deal. The man whom you call on the 


A N out of town house from whom I did not want to 





SS 


Te) 


telephone cannot see your smile. You have no chance to 
influence him with such personal magnetism as you 
possess. You have nothing to show him in the way of 
personal manner or appearance or goods. You might as 
well be talking to a blind man. He cannot see or feel 
your. proposition. He is reached only through his ears. 
In a face to face talk, expressions of countenance help 
you a great deal. In a telephone conversation you are 
dependent entirely upon what you hear. This makes it 
necessary for you to use every bit of tact and courtesy 
possible to voice and language. 

Any lack of courtesy, any discourtesy on your part 
would be unintentional, but the man at the other end of 
the line has no way of knowing that your apparent rude- 
ness is not intentional. All he knows is that your voice 
and language rub him the wrong way. He takes the 
treatment at its apparent value. 

If your voice has an unpleasant quality, that quality 
may be offset in personal conversation by an exceptionally 
pleasing appearance with a smile or a look around the 
eyes that creates a feeling of friendliness in spite of 
your voice. Over the telephone your voice stands alone 
and you must train the harshness out of it. 

How do you like being hurried by the party telephoning 
you, as if the other fellow wanted to get rid of 
you? (Turn to Page 92) 
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Announcing 
‘ 


An Extension of Service off 


T HE Jopser’s SaLesMAN, from the first issue three and a half 

years. ago, has been published pursuant to a definite and con- 
sistent editorial policy. That. policy is to publish only material 
which will directly benefit the jobber and his salesmen in carry- 
ing on their business, or be of news or human interest value as re- 
lating to men and events within their branch of the industry. This 
policy will be maintained. 


RTICLES have been presented from month to month dealing 

in a practical, helpful manner with the problems of the sales- 

men. It has been the aim in all of these articles not only to assist the 

salesmen to broaden and develop themselves in their chosen work but 

to furnish information. which would enable them to exert a similar 

influence upon the contractors and dealers with whom they come in 
daily contact. 


BU beginning with this issue a logical way has been found 
greatly to extend the service now being performed by THE Jos- 
BER'’S SALESMAN. 


PROGRAM of 12 timely subjects has been prepared as shown 

on the following page, and a comprehensive article will be pub- 
lished on each in THE JoBBER’s SALESMAN in the month shown. 
As in the past, articles will be presented from a practical stand- 
point and will endeavor to help the salesman not only to see his sales 
possibilities, but equip him to help his dealers move the merchandise 
from their shelves. 


O BETTER fortify the jobber’s salesman to carry out this latter 

responsibility—that of helping his dealers—Parr II of THE 
JOBBER’S SALESMAN will amplify each of the 12 articles. It 
contains a collection of actual sales “stunts” that have been success- 
fully carried out by dealers. Each is a practical, compact and work- 
able method of helping the dealer. It is made up solely of ideas 
which the dealer can use to increase his sales. Therefore it represents 
to the jobber’s salesman something tangible that he can lay down 
before the dealer and which the latter can put into effect at once. 


VAST amount of general advice has been thrown at the dealer, 

elaborate campaigns have been planned for him, he is being urged 
from all sides to become a merchandiser and told how to be one 
from a hundred different angles. All this is useful by way of con- 
tributing gradually to his general education. 
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UT what he is very much in need of are the concrete, easily 
carried out suggestions that will produce immediate sales. The 
mortality among electrical retail concerns has been and is still 
very great. Many have fallen by the wayside while making an honest 
effort to become good merchandisers in the broad sense but for want 
of a little help in the way of quickly effective stimulants to carry them 


over the top of the hill. 


*°@ ALES IDEAS” furnishes just this, and every jobber’s 
salesman can use it in his work in a manner to stimulant the sales 


of his retailers with immediate as well as far-reaching effect. 


Program for 1923-1924 


September—COMMERCIAL LIGHTING 


October—CHRISTMAS SELLING 
Appliances, Xmas Tree Outfits, Flashlights, Toys, Ete. 


November—RADIO 
December—ANNUAL CLEARANCE SALES 


January—SMALL APPLIANCES 
Adapted for Use in Home, Hospital, Office and Factory. 


February—CLEANING 


Vacuum Cleaners, Scrubbers. 
Marech—HOME ELECTRIC (WIRING) 
Apnl—HOME LIGHTING AND FIXTURES 


May—ELECTRIC LAUNDRY 
Washers, Ironers, Dryers, Flat Lrons. 


June—FANS AND VENTILATION 
July—HOT WEATHER SELLING 


August—COOKING AND BAKING 
Ranges, Ovens and All Portable Cooking Appliances. 
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Something to Help Your Dealer 
Make Sales 


How to Feed Him “Sales Ideas” That Make 
the Cash Register Jingle 


\ ) y HEN I was a member of the Gallagher and 
Shean team, I used to knock the customers off 
their seats in Oshkosh with this one: 

“Pat, do you know how to play the violin?” 

“Th’ pfwhat?” 

“The violin—the fiddle.” 

“I dunno—I never tried.” 

The reason this always gets a laugh is because ninety- 
nine and eighty-seven eighty-eighths of all the people 
in the world are like that— 


commercial lighting activity. There’s a million dollars’ 
worth of business loose that they can get by stepping 
next door and asking for it. Rub on a little turpentine 
and see if you can’t get a kick out of ’em.” 


And they follow the boss’ instructions explicitly. 


They ease up to some goof whose stock-in-trade is a 
coil of wire, a pair of pliers and a chaw of tobacco, and 
say, “How about a lighting campaign?” And the elec- 
trical-engineer-and-bell-hanger thinks they’re boot-leg- 

ging. Honest he does. His 





except among electrical peo- 
ple, and there the percentage 
is higher. 

Frexample, you ask an elec- 
trical dealer, ““How about put- 
ting on a lighting campaign?” 

Does he ask you what it is 
or how to do it? On your 
life, he does not. He lets on 
he knows more about lighting 
campaigns than old G. E. 
Mazda himself. “Well,” sezze, 
“mebbe that would be a good 
idea. Next week, or next 
month, or next year, or some 
time in the next century, I'll 
put one on. In the meantime, 
how about them four three- 
eighths-inch iron hickeys I 





T HE Jobbers as an Industry 
must sell through the trade 
rather than to the trade. Put- 
ting stuff on the dealer’s shelves 
and scattering it about his floor 
space is a fairly simple matter. 
When it comes to helping him 
sell, you can find some simple 
little trick that any dumb dumb- 
bell can put into operation. 
Next month he will tell you how 
he thought of this 
hunch. Then feed him a new 
idea—and watch him grow! 


idea of a lighting campaign is 
to get lit up. 
is 's 

Now, the trouble is that the 
fellow who tries to induce his 
customers to start a lighting 
campaign doesn’t know what 
it is himself. Of course, he 
won't admit that. He'll say 
he knows what a lighting cam- 
paign is, and you'll have a 
heluva time cornering him 
on it. 

Like the chap that was ap- 
plying for a job as teacher in 
the district school out in 
Ioway. They tried to trip him 
but couldn’t. 

Finally Ol’ Deacon Hard- 


brilliant 








wired you for a quotation on?” 

And you, being a salesman 
and not an order-taker, proceed to spiel quotations and 
disquisitions on iron hickeys—how yours are particu- 
larly superior hickeys, made personally by the oldest 
hick in Hicksville, and—hic!—full of quality and 
service. 

And after much sweat and pseudo-salesmanship you 
get the order for them four hickeys. 

A good day’s work! 

But how about that lighting campaign? 

“Oh, yes. How about it? Well, you see, the man I 
talked to wasn’t quite ready. He had a big job on. 
I got the order for the material on the job. Had to 
battle for it, but I got the biz—four iron hickeys all in 
one order. Yes, sir! Show you the order if you want 
to see it.” 

Hic! 

e e4 

This doesn’t apply to you personally, of course, but 
you know plenty of jobbers’ salesmen that it does 
apply to. 

The boss tells ’em, “Get these bimbos started on a 


cider asks him, “Young man. 
do you teach that the earth is 
round or flat?” 

“Sir,” says the applicant, “I teach round and flat.” 

e sit 

It takes a long time to explain something you don't 
know. ' 

A commercial lighting campaign, for example. 

The manufacturers of lighting equipment and lamps 
have got line-ups for more varieties of lighting cam- 
paigns than there are changes in the price of rubber 
covered wire, and they’re more elaborate than Henry 
Ford’s income tax report. 

When you start out ignorant to explain these to 2 
dealer rated M-4 and equipped with an ossified cerebrum 
and an ingrowing lump of ambition, you'll need a tin 
larynx or a package of Smith Brothers if you don't 
want to talk yourself hoarse. 

Or— 

You will want a simplified campaign, or— 

Better still, you will want in your mitt just a few 
tested-and-proved sales ideas that are so simple and s« 
universally applicable that any- (Turn to Page 102) 
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Selling Lights for Two Million 


Stores 


Great Possibilities in This Branch of Commercial Lighting—Pointers Which 
Will Aid Your Dealers in Getting a Large Slice 
of Business This Fall 


VERY one of your dealers who has lamps and 
Bieitine equipment to sell can make a killing right 

now by selling better lighting to stores. This is 
true not because some high- 


1. Adds attractiveness and value to merchandise. 

2. Cuts down returned goods. 

8. Creates an atmosphere or cheerfulness that affects 
customers and clerks. 





brow lighting bird says so but 
because a lot of dealers are 


4. Creates an impression of 
cleanliness, neatness, up-to- 


actually making profits that , I "HIS article is all grist for detcintah. 

— = the mill. It contains informa- 5. Attracts trade from the 
A count of noses has been tion for every jobber salesman poorly lighted stores. 

made and it is found that there to assimilate and then pass on to ©: Sass veut by eocblieg 


are close to two million stores 
in this U. S. A. mostly elec- 
trically lighted and about a 
million and a half of them are | 
retailers. The majority of 
them would be better off—more 
profitable—if they had better 
light in the display windows 
and in the store interiors. And 
most merchants believe in the 
effectiveness of good light, are 
willing to buy it and have the 
cash to pay for it. 

What more do you want? 
Here’s the soup, where’s your 





his dealers. There are literally 
millions of dollars in lighting 
sales for the dealer if he will go 
out after the people who are in 
the same line of work as himself 
—retailing. He can talk to them 
as one merchant to another, and ners. 

be a stride ahead of the average 8. Brings out the color and 
salesman. The jobber salesman, 
coming in contact with the dealer 
is in a position to impress this 
fact upon him and get him afield. 


the store in the middle of the 
block to compete with the cor- 
ner store. 

7. Makes it possible to use 
effectively every foot of floor 
space—eliminates dingy cor- 


texture of goods. 


9. Pays for itself many 
times over by selling more 
goods per purchaser. 

10. Doubles the attraction 
and sales power of the display 








spoon? 

An expert on soil roams around a field and takes a 
pocket full here and there and goes back to his laboratory 
and slings some chemicals into these samples. Pretty 
soon he comes back and tells you what’s lacking in that 
ground and darned if he isn’t right! In pretty much the 
same way the general condition of store lighting has 
been analyzed by surveys in various parts of the country. 

Without further eloquence here it is:— 

Seven out of every 10 are poorly lighted. 

Only one in four has five foot-candles or more of store 
interior illumination. 

Only one in 20 has 10 foot-candles, which is about the 
lowest acceptable level for good store interior illumina- 
tion. 

Only one in 35 has 15 foot-candles of window illumina- 
tion which is about the lowest acceptable level for good 
window lighting. 

There are 8.4 lighting units per store of which half are 
no good. Each unit requires two lamps per year. Dirt 
and dust on the good installations are robbing merchants 
of 40 per cent of the light for which they pay. 


Sixty merchants were asked: ‘What has better light- 
ing done for you? The meat of their answers is in the 
following ten points :— 

Better light. 





window. 

One dealer who has been especially successful in selling 
better light to the merchants in his locality says: “I 
think the main reason I have been successful is because 
I have been very careful not to go off half cocked. I have 
taken the time and trouble to find out which merchants in 
my town were the best prospects and what better lighting 
might be expected to do for them. I have picked the one 
type of unit to sell and have got all my cost figures on it 
and on the cost of installation so I know ’em by heart. 
I have lighted my own store well as an example to the 
other merchants and I think I am using advertising ef- 
fectively. Every aid to selling store lighting that I 
know of I am using. All I can say further is that I go 
out after the business. I’m getting it and it pays well.” 

He hits the bulls-eye. The ordinary dealer can’t help 
being successful if he is willing to plan and work for 
success as this dealer has. 


Adequate Lighting 

In selling store lighting, your dealer may have in the 
main a standardized product. A good dense white glass 
or prism glass unit that entirely surrounds or encloses the 
lamp is the thing for store interiors. Be sure it is of big 
enough diameter so that when lighted the surface bright- 
ness is not too great. Units that are somewhat ‘“mush- 
roomed” in shape are better than long ones of small 
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diameter. The glass should not be so dense that it ab- 
sorbs an undue amount of the light, nor should it be so 
translucent that the lamp filament glares through it. It 
should certainly be so designed that it is not a dust 
catcher. Put these units on approximately 10-foot centers, 
or less. Don’t mount them too low. Put in 200-watt 
clear Mazda C lamps and an evenly distributed illumina- 
tion of about 10 foot-candles should result. 

For the window, use any of the modern standard win- 
dow reflectors mounted in a row along the window ceiling 
near the glass. They should be about 12 inches apart and 
equipped with 100-watt clear lamps or 150-watt Daylight 
lamps. 

What Is Bad Lighting 

It happens more frequently than not that the merchant 
believes in the effectiveness of light and if his store is 
poorly lighted he does not know it. A dealer in a 
Pennsylvania town says, “I make most of my lighting 
sales to merchants by telling them what is wrong with the 
light they have.”” Common faults are: 

Bare lamps in window or interior. 

Obsolete lighting units. 

Dead lamps. 

Dirty equipment. 

Too few units. 

Too small lamps. 

Interior units mounted too low. 

Dimness or glare due to any of these causes. 

Sell Lighting Not Lighting Equipment 

It has been proved so many times that it cannot be, too 
greatly stressed, in talking to the merchant tell him about 
the profit to him in having better light. He does not care 
about the equipment but only about the result. Sell the 
idea and the sale of the necessary equipment will follow 
automatically. Many a sale has flopped just because the 
merchant got side tracked into thinking about the light- 
ing equipment instead of the lighting result. 


Paving the Way 

Good letters, printed folders ad- 
vertisements are effective in preparing the merchant for 
the dealer’s sales call—in putting him in the right frame 
of mind. And this has all been worked out for the dealer. 
An excellent mail campaign of four letters and three 
broadside folders as well as a number of good newspaper 
advertisement are available at small cost to any lighting 
dealer from The Society for Electrical Development, 522 
Fifth Avenue, New York City. Suggest to the dealer that 
he write for samples and prices. The Society also has an 
excellent booklet called, “Building Store Profit With 
Light,” which will help the dealer a lot in talking with 


and newspaper 


any merchant. 
Light Your Own Store First 

If shoemakers’ children never have shoes, it is equally 
true that the average electrical store is no shining example 
of good store lighting. If the dealer is going to preach 
the gospel of good store illumination successfully he has 
got to be sincerely convinced that it is the best invest- 
ment any merchant can make. If he doesn’t believe it 
sufficiently to light up his own store, how can he hope to 
convince the other fellow? Suggest that he brighten up 


his own store and use it as an example. 





Partial Payments 

A plan whereby the merchant may pay for new lightin. 
equipment in monthly payments extending over a year i, 
a tremendous aid to sales. It makes sales easier to thi 
merchant who owns his own store and often it is abso 
lutely essential to selling the merchant who rents and 
who must either pay for it out of his own pocket or tak: 
a chance on his ability to persuade his landlord to deduct 
it in small monthly amounts from the rent. If your dealer 
cannot finance the partial payment idea himself, see if his 
bank won’t help him out. Perhaps the dealer has no} 
thought of that. Suggest it. Even go with him to his 
banker and lend your moral support and that of your 
house in his behalf. 


Trial Installations 


Once in a while a merchant is encountered who says 
“yes” to all the advantages of good light but emphati 
cally “no” to spending any money—the kind of fellow 
who has to be sand-bagged before he will spend a nickel. 
There are quite a few such merchants just the same as 
similar people are found in other lines. The fellows are 
just ingrown tight-wads. Not spending money is one 
Time and again merchants 
of this sort have been sold better lighting by means of 
trial installations. If an installation of better light is 
put in without charge by the dealer and used for a month 
the merchant will never permit it to be taken out. 


of their business principles. 


The only thing to remember about trial installations is 
that they need not be resorted to often. 
can be sold without it. 


Most merchants 
Some dealers in the past have 
made themselves a lot of extra work by putting in trial 
installations where they could have made sales without 
going to the trouble of trial installations. 


How the Better Lighted Window Draws Trade 


It is easy enough to say that better light in the store 
window is a good investment for the marchant because it 
And it is not hard to get the mer- 
chant to agree on this point because it seems sensible and 


stops more people. 


But is it actually true or are we merely making 
Are we dealing with proved facts or 
just hot air The answer is that the added pulling 
power of the well lighted window over the poorly lighted 
window has been proved not once but many times by 
carefully conducted tests in Cleveland, Columbus and 
Newark, N. J. 
vary a little they agree surprisingly well in the main. 
For example, let’s just take a brief look at the tests made 
in Cleveland. A down-town women’s wear store had two 
24-ft. windows identically alike and separated by a wide 
doorway. The lighting was arranged so that any one of 
three lighting levels, 15, 40 and 100 foot-candles might 
be snapped on at will in either window. Displays of 
about equal attraction value were installed in each win 
One was lighted to 15 foot-candles and the other 
to 40 foot-candles. People who stopped and looked a\ 
each window were counted. At the end of half an hour 
the lighting levels were interchanged—40 foot-candles 
were turned on in the window which had been operating 
at 15 foot-candles and the intensity in the window whic! 
had been lighted to 40 foot-candles was reduced to 15. 
(Turn to Page 88 


logical. 


a shrewd guess? 


While the results of the tests naturall) 


dow. 


The people were again counted. 
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Factory Lighting Opportunity 


This Class of Industrial Lighting Business Has been Put Aside for the Last 
Few Years While We Were Following More Productive Fields—It 
Now Presents Greater Possibilities Than Ever 


By W. E. UNDERWOOD 


all other markets for the sale of lighting equipment. 
That was in the days when the clamor was loud in 
the land for greater production. Night shifts worked 
everywhere and new factories arose as if by magic. 
And then suddenly someone pulled the plug. There 
wasn’t any factory lighting 


(Tae was when the mill and factory overshadowed 


watt bowl-enameled Mazda lamps; or the combination 
glass and metal units with clear 200 watt Mazda lamps. 
The latter unit is somewhat more expensive than the 
RLM dome, but it provides better diffusion of light and 
permits some light to pass to the ceilings, which is a 
mighty good feature, and adds to the efficiency. 

Take your choice of units 





business, so we all sought other 
fields for the sale of lighting 


equipment and fortunately i be going out after factory 

lighting business, first make 
up your mind whom you are go- 
ing to work upon. Be definite, 
don’t leave it to chance, don’t 
play a hit or miss game. Call 
your shots. The man to ap- 
proach is the factory executive— 
the fellow who is most interested 
in economical production and its 
relation to profits. 


enough we found them in a 
great new demand for light in 
homes and in stores. 

The new jobber salesmen 
have had little chance to sell 
high or “productive” lighting 
intensities to factories. The 
old-timers have possibly for- 
gotten the old sales _ tactics 
which, in any event, must be 
largely revised to fit present 
conditions. 





but concentrate on one. Per- 
haps it is just as wise to con- 
centrate on the better unit for 
most plants, holding the less 
expensive and somewhat less 
desirable unit in reserve for 
those occasions when the sale 
turns largely on price. Cer- 
tainly the combination glass 
and metal units are a good buy 
for most plants. 

Either of these units should 
be mounted not farther apart 
than 10 ft. centers and if pos- 
sible about 10 ft. above the 








While we have been so busy 
selling better lighting to stores 
and cashing in on the rapidly growing home market, 
the invalid factory lighting has convalesced. There is 
again an exceptional opportunity for the sale of factory 
lighting which the jobber’s salesman may grasp either 
directly or through his dealers. 


The Market 

There are some 300,000 factories and mills in the 
country which constitute at present a demand for be- 
tween 20 and 25 per cent of the list value of all of the 
incandescent lamps manufactured. The average lamp 
wattage is probably less than 75 watts per lamp and 
the rate of renewal about once a year. Not more than 
25 per cent of these factories are in any sense well light- 
ed—comparatively few are up to a 10 foot-candle stand- 
ard. While many of the newer factories have been 
initially equipped with proper lamps and reflectors, it is 
rarely that the equipment has been properly maintained 
during the last three years. Parts of many plants have 
been idle until recently—lamps and reflectors have been 
removed for use in other places. Drop cords and bare 
lamps have crept in here and there. The present de- 
mand is perhaps fully as great for re-habilitation of 
old lighting installations as for brand new ones. 

The Equipment 

The engineering or technical side of factory lighting 
las been so simplified that it is easy for anyone to grasp 
quickly. There are two generally acceptable lighting 
units, the standard RLM metal dome reflector with 200 


floor wherever the working 
plane is the customary height 
above the floor as for a bench or lathe or other such ma- 
chines. It is a simple trick to take a floor plan of a factory 
bay and spot the lamps on it symmetrically on approxi- 
mately 10 ft. centers, leaving five feet or a bit less between 
the walls and the first rows of units. In general, four 
lamps to a circuit works out well. 


In the plant in which the wiring for overhead lighting 
is already in place, there is usually no need for rewiring 
if the outlets are symmetrically located. In this case the 
easiest thing to do, if the spacing is greater than 10 ft., is 
to take a blue print and mark on it the locations of the 
units and distance apart; number of lamps on a circuit; 
size of wire in use, and finally, the maximum height above 
the floor at which units might be mounted without inter- 
fering with the overhead beams, struts, shafting or belting. 
Send this information to the lighting people who supply 
you with lamps or reflectors and let their engineers find 
the answer. 


All that has been said applies to general overhead light- 
ing and every plant needs that. The general lighting lay- 
out and choice of units suggested will provide reasonably 
even spread of light, relatively glareless and of 10 foot- 
candles of illumination intensity—not too much light for 
any plant and sufficient for most. Localized lighting, in 
addition to the general overhead illumination, may occa- 
sionally be required for a very few operations. Localized 
lighting units should be mounted high enough to be out 
of the way of the operator and should employ deep metal 
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shades and bowl-enameled lamps to avoid undue glare. 


Some Sales Points 

In selling factory lighting, the man to approach is the 
factory executive, the fellow who is most interested in 
economical production and its relation to profits. He may 
be looking either towards increased production or towards 
lowering the unit cost of production. In either event 
better light can help him to accomplish his aim. 

Many different tests have been made on the effect of 
better light on production and they show that production 
is increased on an average of from 15 per cent to 25 per 
cent by replacing usual poor artificial lighting in the plant 


Textile Plant in Boston Before Proper Illumination Equip- 
ment Was Installed. Photo by Courtesy of the Edison Elec- 
tric Illuminating Co. of Boston. 


by an up-to-date 10 foot-candle installation. This is ac- 
complished without any added effort on the part of the 
workers. It does not “speed them up.” It simply makes 
the job easier and therefore more quickly accomplished 
and with less mistakes. The factory executive may trans- 
late this result at will either into terms of more production 
with but a trifling increase in cost or into his present pro- 
duction at materially less cost. 

‘Better light we may truthfully say: 

Increases production or cuts down unit cost of pro- 
duction by from 15 to 25 per cent. 

Decreases spoilage. 

Cuts down accident hazard about 18 per cent. 

Lessens labor turnover. 

Makes superintendence easier. 

Better for morale and health of workers. 

Helps towards a cleaner, more sanitary plant. 

Costs, as a rule, not more than 1 per cent of the annual 
payroll. 

It pays always to center your sales talk on the ad- 
vantages of better lighting and not on the lighting equip- 
ment you have to sell. The factory head is interested in 
what lighting will do for him and he really doesn’t care 
a hoot about the equipment just so long as he is assured 
that it will produce the sort of light that brings these 
benefits. You don’t argue with the doctor when he gives 
you a prescription for what ails you —you take it and 
are satisfied if it cures you. The automobile salesman 
assures you that his car is dependable and then proceeds 
to sell you on the comfort, convenience and utility of 
his particular car. He is much more likely to talk miles 


per gallon than about what is under the hood. And if the . 


car will deliver the comfort and convenience and miles 
per gallon you don’t especially care whether there ar: 
four or five or six cylinders or any. 

Another aid in selling better lighting to the factory 
is to be able quickly to diagnose the faults of a poor light- 
ing installation. There are thousands of progressive 
factory managers in poorly lighted factories—men who 
perhaps already believe in good light and who do not 
realize that they haven’t it. With such men you need 
only to show them their lack in order to make a sale. 
The best way is always to look over the plant carefully 
before you interview the manager, if this is possible, and 
spot its lighting faults. See if the light is dim, due to too 
few or too small lamps, or glaring due to bare lamps or 


| clear lamps or improperly shaded lamps; if it is uneven 
| or spotty; if there are dead lamps and broken or poor 


reflectors. See if there are sharp shadows. See if there 
are needless drop cords. See if shades and lamps are 
dirty. Then go to the factory manager. If he believes 
that his plant is well lighted, you can take him right into 


| it and show him at once definitely what is wrong. 


Many helpful booklets and articles have been prepared 
for the selling of industrial lighting. Back issues of Tur 


| Jopper’s SaLEsMAN contain factory lighting sales ideas 
| that are as useful today as they were when first written. 


John Magee, president of the Detroit Piston Ring Co., 


| wrote an article appearing in Factory for February, 1923, 
| under the title, “How Better Lighting Increased Our Pro- 


duction.” It gives in clear, concise form the results of 
15 months of lighting tests—it tells as a matter of history 
what light did for production in this plant and how it 
enabled them to get much new business because of low- 
ered production cost. Get this true story and read it. 


Same Textile Plant After Changing to Proper Illumination. 


Show it to every lighting dealer and to every factory 
lighting prospect. It is the best sales ammunition in 
the world because it is written not by a lighting man, but 
by a factory manager. Manufacturers of lamps and 
lighting equipment have prepared dozens of useful book- 
lets, showing pictures of well lighted plants; giving tes- 
timonials from factory managers; showing how to lay 
out lighting installations; telling how to tell bad from 
good lighting; tabulating the results of many tests, and 
listing the best way to sell and the points which most 
interest factory lighting prospects. Any jobber’s sales- 
man can thus have the cream of years of industrial light- 
ing experience. (Turn to Page 98) 
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Market for Electrical Supplies 


Compiled Monthly From Reports Made to THE JOBBER’S SALESMAN, by 


Jobbers, on Market and Price Conditions for 21 Key Products 

























































































































































































EASTERN STATES* CENTRAL STATES* WESTERN STATES* 

MARKET PRICES MARKET PRICES MARKET PRICES 

July 15 to General July 15 to General July 15 to General 

COMMODITY Aug. 15 Trend Aug. 15 Trend Aug. 15 Trend 
be a be > b > 
Transformers, insulators, distribution equipment 5 6 9; 0; 19 1 8 | 17 6; 0} 30 1 A 4 2 0; 8 0 
Poles and pole-line hardware ................. ’ s| s| 7| o|19] 1]] 6|21).4| 1{30| of ¢|] 4| 1] o| 7] © 
Switchboards and accessories .................. 2/10 9 1 | 20 0 4;138/] 11 0 | 27 1 2 2 3 0 7 0 
Motors and control apparatus ................. 7,12); 2) 3/17); 1 4/11;10; 5/|19; 1 1; 4) 3] 1] 7] 0 
Safely MRO a5 tA oe ee cies avecsacecekeem 16}; 9| 2] 4); 21 1 |} 2/15} 3] 3] 83) @ 5} 6 1 0; 11 1 
—" 
Wiring OO? BOR NU oii ddice Sel icics cena dl 11 | 12 3 1} 10 15 |} 20 | 17 2 1 | 11 | 27 9 6| 0 2 2) 10 
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*Eastern States include all between the Atlantic Coast and the eastern boundaries of Ohio, Kentucky, Tennessee and Alabama; Western States 
include all between the Pacific Coast and the eastern boundaries of N. Dakota, S. Dakota, Nebraska, Kansas, Oklahoma and Texas; Central States 


all between. 
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Fatigue 


By DR. FRANK CRANE 


T’. IS NOT those who work the hardest who 
I get the tiredest. In fact, many physicians 
will tell you that those of their patients who 
have that tired feeling much of the time are peo- 
ple who do nothing at all. 

Often the very worst 
remedy for tiredness is in- 
activity, the so-called rest 
cure, and if we would get 
out and hustle, our wear!- 
ness would disappear. 

This is due to the fact 
that human fatigue is pri- 
marily mental. 

It is something we think 
of that “takes the life out 
of us” oftener than some 
activity in which we en- 
gage. A disappointment 
or a sorrow or humiliation 

‘an fag us more than hard 
labor. 

And we have often wit- 
nessed frail people work- 
ing tremendously without 
ccmplaint, even boasting 
that they enjoy it, simply 
because they are full of 
eager expectation or am- 
bition or some other 
strong emotion. 

It is what we give out that rests us more than 
what we take in. 

The lake is fresh. It is full of lively fish, and 
its waters are good to drink, not because it is 
continually receiving but because there is a con- 
tinual outflow. 

The Dead Sea is dead because, while water 
continually runs into it, none runs out. 

Human energy is like the widow’s cruse. 
Though you take from it continually, it remains 
full. 

Life and life force are not something that you 
‘an pile up and keep as you would potatoes or 
money bags. It is a running current and if it 
will not run it will spoil. 


What you give you have, and what you save 
you lose. 

When we put forth our powers we find then: 
continually replenished. If we bravely front 

our tasks, power leaps to 
our aid. 

It is in the presence of 
danger that we have cour- 
age. It is under great 
strain that there comes to 
us the power to endure. It 
is when calamity and dis- 
aster descend upon us that 
there enters into us an un- 
looked for sturdiness to 
stand up against evil. 

One way to cure fa- 
tigue, of course, is to rest 
when it is necessary and at 
proper intervals. 

But we often forget 
that the very best way to 
get rid of chronic fatigue 
is to have hard work 
enough to do, dangers 
enough to face, problems 
enough to solve, and ob- 
stacles enough to over- 
come. 

To quote from Captain 
Hadfield, “The average 

neurasthenic is ordered to take a rest in the 
afternoon, but he spends the time reading his 
paper; he goes to bed early, but sits up reading 
a novel. He gives his body more rest than it 
needs, failing to (realize that what the body 
needs is not so much relaxation but reinvigora- 
tion. 

It is characteristic of the neurasthenic that in 
the morning, and possibly after a long night’s 
sleep, he wakes up more fatigued than when he 
went to bed.” 

In other words, the best way to be full of 
energy is to give out energy copiously, and the 
price we have to pay for perfect rest will always 
be hard work. 


Copyright, 1923, by Dr. Frank Crane. 
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Pictorial Review of Electrical Developments 
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Showing how 1,800,000,000 candle power of electric light is to be employed to illuminate the dark zone of the trans-continental 
air route from Chicago to Cheyenne. For further description see “Illumination” section this issue. 
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Searchlight of 500,000,000 candle power at Idora Park, Calif., 
operated for the first time on July 4. Its lens is five feet in 
diameter and weighs nearly four tons. When lighted at night 
the shaft of light can be seen for 100 miles in every direction. 
The Idora Park Amusement Company intends to use the huge 
light as a signal for elections and other important news events. 

> 2. 


4 


Giving camels the air. This is done only in the very hottest 
weather in the menagerie tent of Barnum & Bailey & Ringling 
Brothers circus. At the same time the circus people ordered 
this special fan they ordered equipment for the “big top.” 
Among the little things they specified were: Breeze from each 
fan to be felt 25 feet in any direction; weight of each unit to 
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In the upper left hand corner is 
shown how coin-in-the-slot radio ser- 
vice is obtained in Parisian cafes, movie 
houses, vestibules of hotels, cabins and 
other public places.—Kadel §& Herbert. 


Directly above is a beacon, said to be 
of one billion candle power, being 
erected at Dijon, France. Illumination 
is from powerful electric ares. The 
Dijon light revolves to give flashes at 
regular intervals as a guide on the air- 
ways between Paris and Algiers, Italy 
and Switzerland.—P. & A. 


be under 50 pounds; unit to be constructed so that it could be 


dismounted and packed in 15 minutes or less. Westinghouse 


filled the bill. 
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View of the artificial sunlight room at a tuberculosis sanatorium where heliotherapy is 
the method of treatment. This (light) treatment is particularly effective with children.—- 


Underwood & Underwood. 


Major Edwin R. Armstrong, inventor, 
who made possible radio broadcasting, 
snapped by flashlight on top of the mast 
of the new wireless station atop Aeolian 
Hall, New York City.—Kadel § Her- 
bert. 


In a new machine for treating eggs 
with a _ preservative solution quickly 
and efficiently, the eggs are placed in a 
basket, which is then drawn into a tank 
filled with a vegetable oil maintained by 
electric heaters at a temperature of ap- 
proximately 200 deg. F. 
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C. B. Hawley 


Vice-President and General Manager, Inter-Mountain Electric Co. 
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MEN YOU SHOULD, KNOW 


C. B. Hawley 


F YOU LIVE in any of the Rocky Mountain States 
I you will know what is meant when a man is called 

a “Square-shooter.” It is an expression handed 
down from the old frontier days of the early Golden West 
and pays to the man to whom it is applied the highest 
compliment his fellow men can pay him. A “Square- 
shooter” loves the game and plays it for all it is worth but 
plays it fair and square with 
all his cards on the table. In 


Vice-President and General Manager 
Inter-Mountain Electric Co. 


blew and the man’s coat flapped about in the heavy breeze. 
So he buttoned up his coat, turned up his collar, ducked 
his head to the wind and moved on. The coat remained 
upon his back. Then the sun showed what he could do. 
With no noise,'no flourish, he sent his rays upon the man. 
The man grew warm, the perspiration ran down his face. 
He glanced up at the sky, removed his coat and passed 
down the street. 

The sun represents a certain 





Salt Lake City, Utah, the men 
who know C. B. Hawley refer 
to him as a “Square-shooter.” 
Among the men of the electri- 
cal fraternity, whether in the 
East or in the West, he is 
looked upon as one of the fair- 
est and squarest jobbers in the 
business. 

Few men have a wider ac- 
quaintance among the electrical 
jobbers of the country than Mr. 
Hawley. But we were anxious 
to give to the readers of the 
JopBER’s SALESMAN a close up 
picture of the man and his ac- 
tivities. So we sought him out 
in his office in Salt Lake City a 
short time ago. We came away 


ness. 


the Far West. 


ruffled way. 





A “Square Shooter” 


MONG electrical men East 
and West, C. B. Hawley is 
looked upon as one of the fairest 
and squarest jobbers in the busi- 
He has placed his com- 
pany in the first rank among the 
large and progressive houses of 


is a booster and an indefatigable 
worker in the interests of his 
state and his city. 
lishes big things in a quiet, un- 


type of men; men who know 
what they want to accomplish 
and set about in a quiet way 
to do it. Then before others 
are aware of what is being 
done the thing is accomplished. 

Such a man is C. B. Haw- 
ley. 

Mr. Hawley was born in 
Salt Lake City in 1872 when 
that city was still a struggling 
frontier town. He has seen 
it grow into one of the greatest 
cities of our great West and 
he himself had a real part in 
making Salt Lake City. 
Neither Salt Lake or Utah can 
boast of a greater booster than 
Mr. Hawley. 


In addition he 


He accomp- 








from the interview with much 

information about the State of 

Utah and Salt Lake City, but with only a 
few facts about the life of C. B. Hawley, for he 
was ready and eager to extol the glories of his won- 
derful state and city; anxious to talk about the scenic 
West, the great outdoors, the trout streams and the game 
haunts. Much was learned of the plans for the develop- 
ment of Utah but little of his own achievements. 

But as we write this we think again of the man as we 
sat and chatted with him in the privacy of his office, and 
remember the courtesy and the friendliness of his greet- 
ing and the air of hospitality with which he made us feel 
at ease. But the thing that stands out above everything 
else is that elusive something called personality. There 
It is the thing that makes 
It expresses in- 


is a personality to everyone. 
each one different from everyone else. 
dividuality. To some personalities one is drawn; by 
others repulsed. Mr. Hawley has drawn to him by his 
personality an organization that is loyal to him to the 
limit and has made him respected and admired by asso- 
ciates and competitors. It is his personality that enables 
him to accomplish big things in his quiet, unofficious, un- 
assuming and unruffled way. 

There is a story of the wind and sun one day settling 
an argument as to which exerted the greater powers. The 
wind to prove his greatness said he would remove the coat 
of a man passing along on the street below. So with a 
great flourish and a roar and a bustle the wind blew and 





In 1888 he finished his High 
School work and after casting 
about a short time for his future he entered the Rio 
Grande railroad shops in Salt Lake City as a mechanic. 
While employed here he studied a correspondence course 
to fit himself to become an electrical engineer. Elec- 
tric lighting was still in its infancy; Edison was just 
introducing his lighting system. But a short time later 
Salt Lake boasted of a lighting plant and Mr. Hawley 
obtained a position as an engineer in this place. He re- 
mained here a short time and left to accept the position 
of master mechanic with the street railway company of 
that city. This position he held for three years but the 
wanderlust must have seized him for he set out to sell a 
correspondence course to prospective railway engineers. 
It was summer and his travels took him to the South, 
but he did not continue long at this work. 
The lure of travel vanished and he returned to his 


_ home city and entered the electrical contracting business. 


He organized the Utah Electrical Co., a small corpora- 
tion with a capital stock of $5000. The business grew 
and in 1906 Mr. Hawley, together with Lafayette 
Fanchette, M. C. Godby and J. J. Dayne, bought the 
Inter-Mountain Electric Co., from Sam Fenton. Mr. 
Hawley took the position of vice-president and genetal 
manager, which title he still retains. Plans were im- 
mediately made for a larger jobbing business and the 

In 1911 another 
(Turn to Page 104) 


company moved to larger quarters. 
move was made to still larger 
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The Old Order Changeth 


And Likewise Does the Carrying of Samples 


By LAWRENCE EFFERTH 
Sales Manager, The Liberty Gauge & Instrument Co. 


they sat on the steps of Dad’s Hotel. ‘Look at 

Sid! He’s either moving or got a new job. Look 
at the grips. Whoda thought anybody could make that 
boy carry samples? Why, our little playmate’s gone to 
work!” 

“Aw shut up,” said Sid as he staggered up, his knees 
bending under the load. “You guys should have been Ro- 
mans the way you laugh at a fellow in trouble.” 

“Look at this mess,” he said through his teeth, as he 
glared at the sample cases, “Samples, samples and yet 
more samples. Ye Gods! That sales manager of ours 
has gone nuts. He’ll be wanting us to carry the complete 
line next. Oh well,” he added ironically there’s only 
13,000 items in the line.” 

“Calm yourself and tell us about it,” said Jack. “Maybe 
it isn’t so worse after all.” 

“Well,” said Sid, when he had regained his composure, 

“We've gone and 
new sales 


“Gis suffering salthorse” said Jim to Jack as 


got a 
manager.” 

“That would 
seem to tell an 
encyclopedia full,” 
put in Jim. 

“You tell the 
cockeyed world it 
does,” continued 
Sid. “But to reduce 
the seven reeler to 
a scenario, he says 
the customer has 
got to see the mer- 
chandise—and_ the 
old catalog is no 
more use to us than 
arms is to a fish. 
Of course, he says 
he ain’t goin’ to 
start us out with a real line of samples until next 
trip when we get our new sample cases, but look, if I 
haven’t got enough samples right there to start The 
First Amalgamated Electrical Jobbers, Inc., of Timbucto, 
I’ll salt and pepper the whole outfit and have it for lunch.” 

“What,” said Jack, “do you mean to say he is going to 
give you more?” 

“Not me, the rest of the gang!’ Sid explained, “I’m 
done after this trip. I'll never carry a sample again as 
long as I live!” “You’re both wrong,” Jack remarked 
as he reached for one of Sid’s grips. Come on in to din- 
ner and I'll tell you why.” 

“Now listen,” Jack began when they had progressed as 
far as the coffee, “I said you were both wrong and I 
meant it. You're wrong because you refuse to carry 
samples. Your manager is wrong because he wants you 














“Aw Shut Up,” Said Sid As He 
Staggered Up, His Knees Bending 
Under the Load. 


”? 


to carry too many and you're both wrong because neither 
one of you knows how a sample should be used. Now 
look,’ he continued as he reached for a tiny, compact 
case he had bought from the check room,“here’s my sam 
ple case and it has every sample in it I need.” 


Opening the case, he displayed a nickel-plated hot 
plate of pleasing appearance and set it on the table. 
“There,” he continued, “is a new item, and it’s a daisy. 
National advertising has built up enthusiasm for it and 
every dealer on my territory is eager to see a sample.” 


“But what has that to do with the rest of your line. 
How do you show them that?” questioned Sid. 

“I was going to ask the same. thing,” said Jim. 

“T’ll answer that question with another,” said Jack, 
“Did you ever see a lumberjack split a log?” 

“Sure” they replied. 

“That’s the way I sell the rest of my line. I never 
start on a trip without reading the trade papers carefully 
to find out what is 
new or of particu- 
lar interest to the 
trade. Then I arm 
myself with that 
item and use it as 
an entering wedge. 
Once you have your 
dealer’s interest the 
rest is easy. Did 
you ever notice how 
easy it is to fill an 
order blank if you 
can once get it 
started? 

“That’s the way 
I work. I start off 
with this one spe- 
cia] item, get his 
order, big or small, 
for that and then 
follow in with the rest of my line, using my catalog to 
sell with.” 

“Does it always work?” this from Sid. 

“Not always, but you would be surprised at the big 
percentage of times it goes over.” 

“There’s another very important advantage gained in 
this manner of selling,” Jack continued. 

“Well, you see, by these tactics I so thoroughly sel! 
the dealer on the product that he can intelligently resell 
it to the consumer and he naturally becomes a booster 
for my stuff because he really understands its merit. 
Then again, by selling him the goods and not depending 
upon my personality to put the sale over I eliminate the 
possibility of some other salesman selling on his per- 
sonality or his low prices. You see I educate the dealer 
to buy merchandise—not price or (Turn to Page 100 














“Enough Samples Right There to 
Start the First Amalgamated Elec- 
trical Jobbers, Inc. 





September, 1923 


THE JOBBER’S SALESMAN 





Read this carefully! 

Their nation-wide campaign 
will reach into every com- 
munity in the country ! 
Westinghouse advertising 
will put the Westinghouse 
TURNOVER TOASTER 
right in the very path of 
this tremendous wave of 
popularity. 

Get ready! Write now for 
a supply of the new die-cut 
Folder No. 4564, shown 
here. Check up your stock. 
Get the details of the two 
big campaigns—the bakers’ 
and ou. own—from any 


Westinghouseagent-jobber. 


Westinghouse 
Electric @ Manufacturing Company 
Mansfield Works Mansfield, Ohio 


— 


folder 4564 


<The Aristocrat 


of the Breakfast lable 


The TURNOVER TOASTER; it toasts 
the toast and turns it too. 


A thoroughbred in design, workmanship 
and finish. 

The design of the toaster is refined and 
artistic. Its beautiful finish harmonizes so 
well with the table silver and linen that its 
appearance gains the unqualified approval 
of the most exacting housewife. 


The specially designed heating element, 
one of the best that engineering skill has 
evolved, toasts the bread quickly and evenly. 


The TURNOVER TOASTER, with the 
“turned without touching” feature, saves 


burning the fingers. 


Westinghouse Electric & Manufacturing Company 
Mansfield Works , Mansfield, Ohio 


Westinghouse 
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The Old Order Changeth 


And Likewise Does the Carrying of Samples 


By LAWRENCE EFFERTH 


Sales Manager, The Liberty Gauge & Instrument Co. 


66 REAT suffering salthorse” said Jim to Jack as 
(Gee sat on the steps of Dad’s Hotel. “Look at 
Sid! He’s either moving or got a new job. Look 

Whoda thought anybody could make that 


at the grips. 
Why, our little playmate’s gone to 


boy carry samples? 
work!” 

‘“‘Aw shut up,” said Sid as he staggered up, his knees 
bending under the load. ‘You guys should have been Ro- 
mans the way you laugh at a fellow in trouble.” 

“Look at this mess,” he said through his teeth, as he 
glared at the sample cases, “Samples, samples and yet 
more samples. Ye Gods! That sales manager of ours 
has gone nuts. He’ll be wanting us to carry the complete 
line next. Oh well,” he added ironically there’s only 
13,000 items in the line.” 

“Calm yourself and tell us about it,” said Jack. “Maybe 
it isn’t so worse after all.” 

“Well,” said Sid, when he had regained his composure, 
“We've gone and 
got a new sales 
manager.” 

“That would 
seem to tell an 
encyclopedia full,” 
put in Jim. 

“You tell the 
cockeyed world it 
does,” continued 
Sid. “But to reduce 
the seven reeler to 
a scenario, he says 
the customer has 
got to see the mer- 
chandise—and _ the 
old catalog is no 
more use to us than 
arms is to a fish. 
Of course, he says 
he ain’t goin’ to 
start us out with a real line of samples until next 
trip when we get our new sample cases, but look, if I 
haven’t got enough samples right there to start The 
First Amalgamated Electrical Jobbers, Inc., of Timbucto, 
I’ll salt and pepper the whole outfit and have it for lunch.” 

“What,” said Jack, “do you mean to say he is going to 
give you more?” 

“Not me, the rest of the gang!” Sid explained, “I’m 
done after this trip. I'll never carry a sample again as 
long as I live!” ‘“You’re both wrong,” Jack remarked 
as he reached for one of Sid’s grips. Come on in to din- 
ner and I'll tell you why.” 

“Now listen,” Jack began when they had progressed as 
far as the coffee, “I said you were both wrong and I 
meant it. You're wrong because you refuse to carry 
samples. Your manager is wrong because he wants you 











“Aw Shut Up,” Said Sid As He 
Staggered Up, His Knees Bending 
Under the Load. 


to carry too many and you're both wrong because neither 
one of you knows how a sample should be used. Now 
look,” he continued as he reached for a tiny, compact 
case he had bought from the check room,“here’s my sam- 
ple case and it has every sample in it I need.” 


Opening the case, he displayed a nickel-plated hot 
plate of pleasing appearance and set it on the table. 
“There,” he continued, “is a new item, and it’s a daisy. 
National advertising has built up enthusiasm for it and 
every dealer on my territory is eager to see a sample.” 


“But what has that to do with the rest of your line. 
How do you show them that?” questioned Sid. 

“TI was going to ask the same-thing,” said Jim. 

“T’ll answer that question with another,” said Jack, 
“Did you ever see a lumberjack split a log?” 

“Sure” they replied. 

“That’s the way I sell the rest of my line. I never 
start on a trip without reading the trade papers carefully 
to find out what is 
new or of particu- 
lar interest to the 
trade. Then I arm 
myself with that 
item and use it as 
an entering wedge. 
Once you have your 
dealer’s interest the 
rest is easy. Did 
you ever notice how 
easy it is to fill an 
order blank if you 
can once get it 
started? 

“That’s the way 
I work. I start off 
with this one spe- 
cia] item, get his 
order, big or small, 
for that and then 
follow in with the rest of my line, using my catalog to 
sell with.” 

“Does it always work?” this from Sid. 

“Not always, but you would be surprised at the big 
percentage of times it goes over.” 

“There’s another very important advantage gained in 
this manner of selling,’ Jack continued. 

“Well, you see, by these tactics I so thoroughly sell 
the dealer on the product that he can intelligently resell 
it to the consumer and he naturally becomes a booster 
for my stuff because he really understands its merit. 
Then again, by selling him the goods and not depending 
upon my personality to put the sale over I eliminate the 
possibility of some other salesman selling on his per- 
sonality or his low prices. You see I educate the dealer 
to buy merchandise—not price or (Turn to Page 100 
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Read this carefully! 

Their nation-wide campaign 
will reach into every com- 
munity in the country! 
Westinghouse advertising 
will put the Westinghouse 


TURNOVER TOASTER ( e 
right in the very path of rat 
this tremendous wave of ie e Tl 


popularity. 


Get ready! Write now for 
sence Of the Breakfast lable 


here. Check up your stock. 


Get the details of the two The TURNOVER TOASTER; it toasts 


big campaigns—the bakers’ . 
and ou: own—from any the toast and turns it too. 


Westinghouseagent-jobber. ‘ ° 
iy A thoroughbred in design, workmanship 


Electric @ Manufacturing Company 


Mansfield Works Mansfield, Ohio and finish. 


The design of the toaster is refined and 
artistic. Its beautiful finish harmonizes so 
well with the table silver and linen that its 
appearance gains the unqualified approval 
of the most exacting housewife. 


The specially designed heating element, 
one of the best that engineering skill has 
evolved, toasts the bread quickly and evenly. 


The TURNOVER TOASTER, with the 
“turned without touching” feature, saves 


burning the fingers. 


Westinghouse Electric & Manufacturing Company 
Mansfield Works Mansfield, Ohio 


folder 4564 


Westinghouse 





O4 THE JOBBER’S(AJSALESMaN 


Installed Complete in 
5 minutes 
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From the dealer’s own angle, the simplic- 
ity of the units and the ease of installation 
are factors which determine whether he 
can go after competitive business and 
make a reasonable profit on the job. 


The Westinghouse Reflector -Socket- 
Fixture shown above can be installed in 
three minutes. 


Our INuminating Engineering Bureau is 
at your service to assist in the plan and 
layout of industrial lighting installations. 


Ask the nearest Westinghouse Agent- 
iS ae Ye Jobber for Catalogue 40-A and Folder 
Catalog [alan 4466-A. 


4A. r «> / Westinghouse Electric & Manufacturing Company 
S] George Cutter Works South Bend, Ind. 


Folder 4466-A. 


Westinghouse 
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Your new ' 
junior partner 


This luminaire puts new blood into your business. 


The Sol-Lux Luminaire through its attractive appearance 
and high illuminating efficiency will give you a strong hold 
on the lighting jobs in your community. 


It is equally adaptable for large or small areas, light or dark 
walls, high or low ceilings, and for either plain or decorative 
effects. 


The use of the porcelain enameled reflector, as shown above, 
makes it a totally direct luminaire. Without the reflector, 
a very efficient, general distribution of light is obtained. 


Other features are its simple beauty, its durability, and the 
dustproof globe which requires only an occasional wiping 
with a damp cloth. 


Almost unlimited decorative effects are obtainable by the 
use of ornamental shades. 


Our agent-jobbers will gladly give you our new Catalogue 
40-B and Folder 4519-A. 


Westinghouse Electric @ Manufacturing Company 
George Cutter Works South Bend, Ind. 
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the very embodiment of strength. 


Westinghouse Ornamental Street Light- 
ing equipment with its superior and 
distinctive features, offers a real selling 
opportunity to every live jobber. 
“Pillars of Iron’’—Westinghouse Orna- 
mental Street Lighting Posts are more 
than just that. They are made of a 
special mixture of grey iron, possess- 
ing the same rust-resisting qualities 
as ordinary iron. They have also the 
shock-resisting properties character- 
istic of malleable iron. 


Graceful, unassumingly beautiful, West- 
inghouse posts have been designed 
to withstand the wear of time and 
weather as well as to repel the buffets 
of wayward traffic. 

Let our Illuminating Engineering Bu- 
reau help you to estimate and put 
over improved street, boulevard or. 
park lighting installations for your 
prospects. Write to 


Westinghouse Electric & Manufactur- 
ing Company 
George Cutter Works. South Bend, Ind. 





An Arcadian post at Chillicothe, Ill, after it 
had been struck by an automobile with suffi- 
cient force to displace the foundation. The 
glassware is broken but the post, represent- 
ing the larger part of a street lighting in- 
vestment, is undamaged. 
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Contact Through the Immortal 
Bard 


EING an ardent Shakspearian 

fan I once used the immortal 
bard in getting a strangle hold on a 
slippery dealer who had a specially 
developed sense of evading me. Of 
course, Shakespeare figured in the 
deal indirectly. The remark about 
using him is not made sacrilegiously. 
The writer worships at his feet. 

On one occasion—the occasion of 
the business at hand—when I struck 
Boston, I was delighted to discover 
that Robert Mantell, the veteran 
Shakespearian actor, was playing a 
short season in classical repertoire at 
the old Hollis Street Theater. 

It was too late in the afternoon of 
the day that I arrived to do any busi- 
ness, so I straightway bought a seat 
in the first row of the balcony for the 
evening’s performance of Othello, 
with Mantell as the Moor. 

I got there rather early and 
amused myself watching the people 
arriving downstairs. Imagine my 
surprise on seeing a big electrical 
dealer—the fellow alluded to as the 
slippery one in the opening para- 
graph—being shown to his seat, 
which was almost directly under 
where I was sitting. 

Now, for the life of me, I never 
could get “under the skin” of this 
man. He had some of the biggest 
jobs in the city too, For some 
reason or other he seemed to hold 


Ss 





**He ed to hokl “~him— 
self aloof’ fiom me” 


limself aloof from me as if I were 
below him. At any rate, that was 
my deduction, made after innumera- 
ble fruitless efforts to get any of his 





Little stories of 


unusual sales ~as 
told by salesmen. 











G. W. Sorenson, of the Capitol Elec- 
tric Co., Salt Lake City. 





trade in lamps and lighting incident- 


als. 

Although my attention was in no 
way diverted, because of his pres- 
ence, from the stage while the cur- 
tain was up, yet, the moment it de- 
scended for the intermissions, I be- 
gan turning over in my head plans 
whereby I could, accidentally, as it 
were, cross his path. It was after 
the third act before I had a chance. 
A 15-minute intermission made it 
possible, He got up and walked to 
the rear. In a jiffy I was down- 
stairs and at his heels into the smok- 
ing room, where I met with the de- 
sired “accident,” 

I soon learned that he was a 
Shakspearian devotee of more than 
30 years standing. He was im- 
mensely pleased to learn that I, if 
anything, was even more passion- 
ately fond of the bard than he was. 


We compared experiences regard- 
ing the plays. and actors we had seen. 
At the next intermission we lo- 
cated each other again and resumed 
reminiscing. Then, after the per- 
formance was over, we repaired to a 

















nearby grill room and talked on the 
same subject till two in the morning. 
He was visibly delighted to find one 
who felt like himself on the subject, 
and so was I. Never once during 
the entire evening’s chat did I men- 
tion business. 

The next day when I entered his 
store he had more Shakspearian tid- 
bits left. In the course of his talk 
he told me he had a contract to put 
in new footlights in the theater we 
were in the preceding night, and also 
other lights and fixtures. That, of 
course, was my line, so I substituted 
business for pleasure and spoke my 
little piece. A mighty good order 
was born there and then. 
glad to give it to me, he said. 

The two remaining nights I was in 
town were spent at the same theater 
as his guest. Leaving Boston on 
that occasion, I wondered which I 
appreciated most, connecting with 


He was 


the order or gleaning the genuine 
pleasure of getting “under his skin” 
through our mutual affection for the 
Bard of Avon’s works. Both con- 
veyed the highest degree of joy. 
D. R. Tuomas. 
” . * 


A Five-Spot Well Spent 
HAD long studied a buyer, but 
couldn't seem to get under his 
skin, 
One day I overheard him arguing 
with his office force that they should 
form a pool taking the short end of 














two to one odds on a local prize fight, 
as he very much favored the chances 
of the less thought of pugilist. 

The writer was waiting to see the 
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buyer and although I had _ never 
heard of either battler it was worth 
a five-spot at those odds besides giv- 
ing me an opportunity to agree with 
him. 

I very politely tendered my money 
requesting an opportunity to swell 
the pool, and lauded his judgment 
skyward. 

Never did I expect to cash that 
wager, but later I found the under 
dog uncorked upper cut that 
started the referee counting 10. 

On my next trip a good crisp ten 


an 


was awaiting me with a hand grasp 
that made friends for life and 
that’s how an order was landed for 
one dozen sweepers. 

s « 6 


Matthews a Home Town 
Booster 
For the jobber, the best method of 
advertising is that of boosting his 
home town and hustling to increase 


us 


the trade of his customers, according 
to Hubert W. Matthews, head of the 
Matthews Electric Supply Co., Bir- 
Mr. Matthews de- 
veloped one of the largest wholesale 
electrical businesses in the South in 


mingham. has 


the last 11 years and attributes much 
of its success to this policy. 

In the years that he has been, build- 
ing up this business Mr. Matthews 
has extended to his customers all of 
the cooperation possible in advertis- 
ing, in window decoration and in all 
other publicity campaigns. It has 
been his constant effort to push his 
own sales by boosting those of his cus- 
tomers. To this end he inauguarated 
a window decoration service which 
proved a splendid medium. He dec- 
orated the windows of his retailers 
free of charge, putting similar decor- 
ations in all of them at one time, fea- 
turing one line of goods with each 
decoration. 

With a view to advertise his own 
business directly to the retail dealers 
in his territory, Mr. Matthews re- 
cently joined a group of business men 


who allowed photographs and _bio- 
graphical sketches of themselves to be 
printed on the front page of the Birm- 
ingham News in the interest of busi- 
ness generally and to familiarize the 











Hubert W. Matthews 
people of the city with the heads of 
the various business concerns. 

The article began with a_ short 
sketch of the life of Mr. Matthews 
which had interest as the life history 
of one of the most successful electrical 
jobbers in the South. Born in Block- 
ville, S. C., in 1884 Mr. Matthews 
received his primary education in that 
city and then was graduated from 
Clemson College and later from Cor- 
nell University. He had taken an en- 
gineering course at Cornell but had 
made no definite plans for his career 
after leaving the university. By 
chance he became connected with the 
engineering department of the West- 
inghouse Electric & Manufacturing 
Co. He was with this company for 
several years, spending most of that 
time in New York City. 

In 1911 he established a_ small 
wholesale electrical supply business in 
Atlanta, operated it there for two 
years and then came to Birmingham, 


where he has been in business for the 
past 11 years. Today the salesmen 
from Matthews company cover five 
states and more than a million dollars 
worth of business is done annually. 
His friends attribute much of his 
business success to his liberal attitude 
toward the welfare of his adopted 
home town. He is an untiring worker 
in all civic endeavors. 
* * * 


Credit Delinquencies About 
Stationary 


The accompanying tabulation shows 
the number of accounts reported to 
the National Electrical Credit Asso- 
ciation by member manufacturers and 
jobbers during June, 1923, and July, 
1923, as compared with the same 
months the previous years, together 
with the total amounts and average 
amounts of the delinquencies. 

Number of 
Delinquent 
Accounts Total 
Reported Amount 


Central Division 
June, 


Average 
Amount 


701 $79,207.62 
95,183.51 
87,643.24 
91,394.71 


$112.99 
131.95 
120.55 
126.23 


145.00 
118.00 
139.00 
152.00 


69,303.00 
50,758.00 
§ 54,704.00 
July, 1923 61,434.00 
Philadelphia 
June, 1922 

June, 1923 


108.22 
108.28 
88.44 
86.77 


22,401.38 
24,580.53 
23,083.58 
July, 1923 20,651.30 
New England 
June, 1922 
June, 1923 
July, 

July, 1923 
Pacific Coast 
June, 1922 


126.57 

80.20 
123.26 
117.78 


10,152.24 
2,325.95 
6,779.49 
3,062.32 


130.75 
266.80 

98.51 
222.01 


2,353.13 

13,873.41 

1,280.71 

36 7,992.57 
* * * 


Voye Moves to Larger Quarters 

The Voye Electric Supply Co. of 
Boston moved on August 1 to new and 
larger quarters at 200 Congress street. 
Edward J. Voye is manager of the 
company while M. P. Maxwell is sales 
manager. They carry a general line 
of electrical supplies. 





We might call this a 
mixed group because in it 
are a merchandise manager 
and three credit men. To 
the left is J. H. Jamison, 
manager merchandising di- 
vision of the Westinghouse 
company at Los Angeles. 
Next to him stands S. W. 
Murray, credit manager of 
the Illinois Electric Co., Los 
Angeles. The chap in the 











“ice-cream” suit is R. L. 
Henry, credit manager of 
The Electric Corp. at Los 
Angeles, sometimes known 
as “Hunter,” because he 
knows from practice how 
to hunt for lost golf balls. 
On the extreme right is E. 
Karsten, credit manager of 
Listenwalter & Gough, Los 
Angeles. 
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Published in the interest of a more complete fellowship with Jobbers’ 
Salesmen everywhere by the Benjamin Electric Mfg. Co. 

















- New Prices on Benjamin Two-Way Plugs 


salesmen for use with their dealers, 


The Old Stand-By— No. 92—Reduced to 50 Cents 


a handsome two-color, four-page let- 


List; No. 93 Reduced to 90 Cents List; and the téetebtic’ Which deseetbes ‘the con- 

New No. 77 Molded Plug Now Lists at 75 Cents plete line of Benjamin Two-Way 

Plugs with catalog listings and prices, 

The trade has been advised and one standard package of No. 93, one descriptive matter and illustrations of 
September electrical publications will standard package of No. 77, two the self-selling dispenser display 
carry the announcement of a reduc- standard packages of No. 1080, mak- stands, one of which is furnished 


tion on Benjamin Two-Way Plugs, 
which affects two cld stand-bys and 
one of the new series of Benjamin 
Two-Way Plugs. 

The No. 92, the orginal Two-Way 
Plug, now lists at 50 cents. The No. 
93 Plug Cluster lists at 90 cents, and 
the No. 77, the molded Localet, one 
of the latest of the Benjamin Two- 








The Most Important — 
Two-Way Plug 
Announcement Fyer Made 





Way family, now lists at 75 cents. vat, 
Benjamin No. 92, No. 93 and No. 77 have 
Remarkable Dealer Discount been materially reduced in list price. 
Opportunity Purchases of any assortment of Benjamin 


Two-Way Plugs to make up 5 standard 
packages (50 plugs) will entitle the dealer to 
maximum discount. 


Along with the announcement re- 
garding the reduction in lists of these 
Two-Way Plugs, announcement is 
made of a purchase plan by which the 


dealer may assort and combine his a 
t i 


purchases of Benjamin Two-Way Cat No. 122 


Plugs so as to earn the maximum dis- 





ties The Benjamin Group of Two-Way Plugs 
Cat. No. 1080 gives every one a choice of plural socket 
devices which meet every need for extra 
electrical outlets in the home, office or 
factory. 





Big profits with small stocks. Better service 
to your customers. 


count without loading up with a maxi- 

mum quantity of standard packages 

of each kind of Two-Way Plug. 
Dealers may combine their pur- 


Write for new prices and discounts and de- 
tails of the group purchase plan. Address 
nearest office. 





Two-Way Plug 








#1 r é : a Cat. No. 92 BENJAMIN ELECTRIC MFG. CO. 
chases of Benjamin Two-Way Plugs 847 W. Jackson Blvd., Chicago 
e . 247 W. 17th Street $80 Howard Street 
so that any quantity of five standard Pull Plug New York San Francisco 
he 3 ‘ Cart. No. 292 Toronto and Leadea 
packages will entitle him to the maxi- 
mum discount. For instance, he can 
ms o Assort and Combine Your Purchases of Two-Way Plugs to Obtain Maximum Discount 
buy one standard package of No. 92, Use These Dispenser Displays to Sell Two-Way Plugs. A New Stand With Every 10 Plugs 








The story of how you 

missed that sale is 
c, far more interest- 

3 ing, than if you had 
gotten the order 






The Benjamin Two-Way Plug Announcement in Septernber 
Electrical Publication 


ing up five standard packages (50 with each standard package of the 
plugs) and secure the maximum dis- new plugs, No. 77, the Localet; No. 
count. 122, the Duolet, and No. 1080, the. 


There is available to the jobbers’ Locatap. 













































THE JOBBER'S(A)SALESMAN 








BENJAMIN 


Remarks and Other Things 








Help the House to Reduce the Over- 
head Cost of the Small Order by Help- 


ing the Dealer to Save on the Cost of. 


Wiring Devices 


We have developed a plan by which 
dealers may assort and combine their 
purchases of a wide range of Benjamin 
Wiring Devices to secure Maximum 
Dealer Discount. 

Under this plan there is grouped a 
popular 
which the con- 
tractor may select a great number of 
combinations and assort in any way 
he likes to make up a mixed order 
sufficient for him to secure the maxi- 
10-carton discount. Among 
these wiring devices are the follow- 
ing: 


number of 
wiring devices from 


relatively large 


mum 


Benco Weatherproof Keyless Sock- 
ets. 

Benco Pull Chain Sockets 

Tyfe “S” Holders 

Benco Mogul Sockets 

Shade Holders for Mogul Bencos 

Plug Current Taps 

Angle Sockets 

Fibre-Lined Twin Sockets 


Socket Extensions 

Mogul to Medium Reducers 

Copper Cap Porcelain Sockets 

Mogul Porcelain Sockets with Metal 

Tops 

Locking Sockets 

Sign Receptacles 

Cleat Receptacles 

Outlet Box Receptacles and Covers. 

These wiring devices are all in- 
cluded in Schedule 3. A “minimum- 
quantity” lot has been assigned to each 
catalog number, and any 10 “minimum- 
quantity” lots will entitle the dealer 
to the maximum discount regularly 
allowed for Schedule 3 material. 


A price list, with illustrations and 
descriptions of these wiring devices 
and full information regarding the 
plan has been printed and will be dis- 
tributed to the trade. We will be glad 
to supply these price lists and further 
details to salesmen. 





business profitably. 


on all of the items. 


stock. 





Here’s the Big Sales-Making, Profit- 
Building Idea in a Few 
Words 


Dealers order wiring staples in small lots in order to keep 
investment low and funds liquid. These small orders 
make the dealer pay a premium in lower discounts because 
of his lack of capital resources. 
hardship on the jobber, because the cost of shipping and 
billing these small orders is out of all proportion to the 
gross margin of profit, thereby increasing the operating 
ratio beyond a point in overhead where anyone can do 


Let the dealer assort and combine his purchases of these 
wiring devices so as to make up an order for 10 ‘‘minimum 
quantity”’ lots. This will give him the maximum discount 
He can keep his stock clean and his 
funds liquid. His quick movers earn for him his maximum 
discount on his other necessary but slow-moving items in 


The small orders work a 














For fear nobody around Eastern 
Penn., Philadelphia, Scranton or 
Grand St., N. Y., will recognize our 
pictorial effort here, let us explain this 
is a representation of Mr. Robert S. 
Iremonger himself — an absolutely 
genuine photo engraving never before 
used. This photograph made while 
30b was in Chicago, may indicate 
one reason why the whole Atlantic 
Division of the electrical industry suf- 
fered an August slump. 





Fellow subscribers, this is Mr. Lynn 
W. Ferguson of such famous parts as 
Jersey City, Newark and old York 
State. This picture shows him as the 
photographer embarrassed him by 
asking whether he expected to take 
the recent week at the Chicago fac- 
tory out of his very own personal va- 
cation. There’s something about 
Fergie that makes you wish he 
would stay on a while. 


Nearly half a billion in new light and power 
stations, now under way. According to the 
Electrical World, 21 hydroelectric power sta- 
tions and extensions now under construction 
will develop 1,145,000 kva. and cost $229,000,- 
000. and steam stations under way will 
develop 2,401,500 kva. and cost $240,100,000. 
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Ben-ox—An Innovation in 
Industrial Lighting 
Equipment 


Easy to Wire, Easy to Clean, Interchangeable 


The day of the fixed lighting unit, 
permanently hung and wired to the 
building, is passing. Users of light- 
ing equipment, industrially and com- 
mercially, are demanding flexibility. 
The fixity of the so-called lighting fix- 
ture places a restriction upon the 
character of illumination which may 
be obtained. 

Ben-ox interchangeable 
equipment provides a complete and 
permanently wired electrical outlet 
to which there may be connected a 
wide range of lighting equipment, in- 
terchangeable to the highest degree. 
without disturbing at any time the 
original wiring connection. 

Ben-ox interchangeable lighting 
equipment is made to meet many 
lighting requirements, and the range 
of its adaptability would appear to be 
almost unlimited. For purely indus- 
trial installations, the possibilities of a 
few of the Ben-ox devices have 


lighting 


{tin 





Cast Basic Ceiling Unit equipped 

with Ben-ox Thread. Fastens to 

standard outlet box. 
brought the line prominently before 
manufacturing plants and the demand 
for this equipment is building up a 
big volume of sales. 

The Ben-ox cast basic ceiling unit 
fastens to any standard outlet box. 
This ceiling unit is equipped with a 
lamp socket, and by means of the 
Ben-ox thread an angle, bowl or 
R-L-M standard dome reflector, also 
equipped with a Ben-ox thread, may 
be attached. For conduit connection, 
there is a Ben-ox keyless socket 
equipped with the Ben-ox thread, 
which also takes the angle, bow! and 
R-L-M standard dome reflector. With 
either the ceiling unit or the keyless 
socket for conduit connection, when 
local control is desired, a pull chain 
element, equipped with the Ben-ox 
thread, is screwed in between the out- 
let or socket and the reflector. 

The installation of the Ben-ox ceil- 
ing unit or keyless socket is very 


simple. The wiring is looped through 
or ended under large terminal binding 
screws, doing away with soldered and 
taped joints. 








Keyless Socket for Conduit Con- 
nection. Equipped with Ben-ox 
read. 

The wiring of a building may be 
completed, inspection secured and a 
lamp screwed in and temporary light 
obtained. Reflectors or other fixture 
parts may be determined upon later, 
and these, by means of the Ben-ox 
thread, may be attached to either the 
ceiling unit or the keyless socket with- 
out disturbing the original wiring. 


Easy to Clean 

The matter of keeping reflectors and 
lamps clean is becoming more and 
more a matter of routine in modern 
industrial lighting installations. Where 
the processes of manufacture raise up 
dust clouds, the efficiency of the light- 
ing system is materially reduced un- 
less frequent cleaning is resorted to. 
Where it is necessary to clean the re- 
fiectors in place, the job can not be 
done in a thorough manner. It is the 
work of but a minute to unscrew the 








Reflectors—Angle, Bowl and RLM Dome, 
equipped with Ben-ox Thread. 


reflector from the Ben-ox ceiling unit 
or keyless socket, take it down, give 
it a good washing with soap and water, 
and screw it back into place. 

Another great advantage of the 
Ben-ox line is the element of inter- 
changeability. From time to time, 
lighting requirements change and it is 








| 
ll Philograms from pa 


_ The right way to catch an order 
is to seize it right close to the under- 
signing. 


And the proper way to hold the 
order is to deliver the goods before 
the undersigner changes his mind. 


In days gone by a lot of salesmen 
wore whiskers, wide pants and hair 
oil. Now-a-days the same guy 
shaves off the first, won’t wear the 
second and cannot use the third. 


It’s a sure surprise how many 
people whom you talk to about 
business go along month in and 
month out and lose money on 
every turn they make. 


Any man out selling will have to 
ask questions but he'll have to 
learn to ask them so as to get the 
right kind of an answer. 


The way of the road man is some- 
times hard, but the worst route 
he can take is the road leading 
through Alibi. 


A suggestion to a buyer that he 
can use two or three other items 
is worth several mere ‘‘asks”’ for an 
order. 


_ And by the way we keep on insist- 
ing every salesman should believe 
that advertising helps him to sell 
by making the product supreme. 























Where local control is desired the PullChain 
Element is simply screwed in between 
Ceiling Outlet or Socket and Reflector. 


often necessary to convert work rooms 
into offices, drafting store- 
rooms, etc. Wherever a Ben-ox unit 
or keyless socket is installed other 
fixture parts, such as bowls, domes, en- 
closing globes, etc., by means of con- 
nectors equipped with the Ben-ox 
thread, may be attached to the ceiling 
outlet or keyless socket without dis- 
turbing the original wiring. 

Electrical contractors, manufactur- 
ers and architects are keenly interested 


rooms. 


in the Ben-ox easy-to-wire, easily 
cleaned, interchangeable industrial 
lighting equipment. [Illustrated de- 


scriptive matter will gladly be fur- 
nished to salesmen who are in contact 
with this kind of work. Wherever and 
whenever industrial lighting equipment 
is being considered it will pay to in- 
vestigate this equip- 
ment. 


sales-building 
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Are You Watching the “Signs”? 


Contractors are putting up Elliptical Angles on 
Commercial and Industrial Signs and Hauling 
Down a Nice Piece of Money 


There was a chap visit- 
ing us from the other 
side some time ago, and 
we took him out on the 
White Way to 
show him some real out- 
door advertising. There was one big 
sign that showed up above and beyond 
all others. We crowed about the 
illumination and pointed out how 
wonderfully all the daylight features 
were preserved and enhanced. And 
he said: “It’s quite a bit of work, old 
dear, but, my word, isn’t it con- 
spicuous!” 

There are thousands of signs, in 
every hamlet and city, all over the 
country, that are good signs by day, 
but they’re not there at night. We 


Great 





are bringing the message of sign 





Benjamin Elliptical Angle Reflector 


illumination to commercial and indus- 
trial institutions of every kind through 
our advertising reaching into all 
classes of industry. 

And every day, in all sorts of places, 
contractors are lighting 
up commercial and in- 
dustrial signs. Making 
them conspicuous. Mak- 
ing dead signs speak a 
live language. 

For the lighting up of dead signs, 
the Elliptical Angle Reflector is the 
one best bet. The distribution of light 
is such that 3 Elliptical Angles give 
better coverage, more uniform light- 
ing and a greater volume of illumina- 
tion on the vertical surface than 4 
ordinary conical reflectors. 





Then there is a big saving in instal- 
lation costs, and in energy charges. 
And of the greatest importance, the 
hnish is the wonderful “Crysteel” por- 
celain enamel. Inside and out, this 
reflector surface is the equal of the 
finest porcelain enamel table top or 
sanitary bathroom equipment. The 
shape of the reflector is one of con- 
tinuous curves—there is no place for 
dust or dirt to lodge; no places for 
dampness to creep in and rust corrode. 
Every rainstorm means a clean bath, 
making the maintenance next to noth- 
ing. 

Now then, what is Benjamin doing 
to actually get the real merit of the 
Elliptical Angle Reflector 
over to those who use 
them and to the contrac- 
tors who should install 
them. Month by month 
messages in the form of 
paid advertising are carried in the 
journals going to the contractor, also 
in magazines going to industrial insti- 
tutions. 





That isn’t even half. Letters and 





have signs which ought to be lighted. 
Letters and literature are then sent 
out to these prospects telling them 
about the benefits and profits which 
follow night time advertising of their 
business. 

Contractors are falling in line on 





Building and Wall Sign Illumination with 
Benjamin Elliptical Angle Reflectors 
this work because the business they 
get in this way is new business. They 
have not competed for it with brother 
contractors. No, they have created 
a new and profitable department of 
electrical contracting. They have 
built something where nothing ex- 
isted before. You salesmen can also 
do much for yourselves by carrying 


Two Handsome Letter Circulars in Colors for Benjamin Elliptical Angle Sales Promotion. 


printed descriptions of the reflectors, 
telling how to use them, are going to 
electrical contractors everywhere. More 
than that, every contractor is invited 
to send in a picked list of people who 


this sales building message to your 
contractor and industrial friends. How 
you can do it will be contained in a 
letter if you will but write our adver- 
tising department. 
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“Gallopin Dominoes” 

They made their advent in such a 
mysterious and unique manner and so 
impressed the electrical trade that 
every time the jobbers see a pair of 
dice they are reminded of the six 
inch cubes in which the Nos. 3, 7 and 
11 reflectors of the National X-ray 
Reflector Co. were announced. Their 
popularity is self evident as shown 
by these pictures, which are repre- 
sentative of the many that were re- 
ceived when the trade was “caught in 
action.” 


4. Milwaukee 
Harkins, Bolan- 
der and Timm of 
Western Electric 
“shoot ’em for 
keeps.” 


5. Milwaukee 

Phil Polacheck 
and Max Singer 
“shoot th’ works.” 


6. X-Ray 
Salesmen 
Mills, Gulledge 
(I. Shakem) and 
Barnard “gettin’ 
ah li’l practice.” 






1. New York 


Willie and Sava 
of Western Elec- 
tric “got in th 
game.” 


2. Washington 


Schults and Zu- 
gal of Double- 
day-Hill “rollen 
*em fo’ luck.” 


3. Chicago 
Freemanand 
Sweet , “they roll 
*em high.” 





















How One Jobber Went After 
A Big Range Order 


It is entirely fitting that when a 
really constructive job of sales pro- 
motion work has been done by a job- 
ber it be recorded in detail in 
THe Jopper’s SaLesMan. Such a 
history of accomplishment has come to 
light in connection with the article 
on electric ranges published in the 
July issue. With that article there 
was an illustration of the Sagamore 
apartment hotel in Rochester, N. Y. 
Under the cut was a legend to the 
effect that no jobber was on the job 
to secure the range order for this 
building and that the business was 
placed direct. This it appears was 
misinformation given to the represen- 
tative of THe Jopper’s Sates- 
MAN at the time material was being 
collected for the article, although 
without any evil intent on the part of 
the gentleman giving the information. 

But it did cast a reflection on at 
least one jobber in Rochester—the 
Wheeler-Green Electric Co., and Mr. 
Clarence Wheeler, president of that 
company justly took exception to the 
statement in no uncertain terms and 
in a letter gave in detail a true record 
of the incidents in connection with 
the installation. This letter discloses 
such a history of faithful and intelli- 
gent sales promotion work on the part 
of a jobber 





even though in the end 
it did not secure the order—that Mr. 
Wheeler’s permission was secured to 
reproduce the main points in the letter 
which are as follows: 

“In the Fall of 1921 our construc- 
tion department was awarded the con- 
tract amounting to $32,000 for the 
electrical installation in this apart- 
ment hotel. As soon as that was closed 
we opened a discussion with the su- 
pervising engineer and owners upon 
the relative merits of installing gas 
or electricity in 118 apartments for 
cooking, and brought into this dis- 
cussion the sales engineers of the 
Rochester Gas & Electric Co. 

“The first step in this transaction 
was to get the relative cost of install- 
ing gas piping and electrical mains 
for cooking. We collaborated with 
the head of the local Underwriters’ 
Inspection Bureau, Mr. MacDonald, 
as to the load factor to be used in 
figuring the size of conductors for 
this purpose. We finally drew up 
specifications at an estimate involving 
something like $6,000 and were 
awarded the contract for installing 
electrical mains after the owners had 
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decided that the rate offered by the 
local lighting company and all other 
estimates favored electricity for cook- 
ing. At that time all the apartments 
were planned and contracts let not 
subject to any changes in dimensions. 

“As soon as this step had been ac- 
complished, we immediately set about 
the next step of securing the range 
order. We are local distributors for 
the Edison and Hotpoint and Land- 
ers, Frary & Clark. I personally, 
spent days in trying to secure this 
range order and enlisted the aid of 
the main office of the Edison Appli- 
ance and Hotpoint Co. in Chicago to 
work for that end, as the architect was 
a Chicago man and had his offices very 
near the main office of the Edison Ap- 
pliance Co. ‘They spent the winter 
together. 

“We had the from 
Landers, Frary & Clark here to meet 


range expert 
the owners. Understand, the princi- 
pal owners of the Sagamore Apart- 
ment in Rochester are Chicago peop'’ 
—owners of the Surf Apartment in 
Chicago. 

“What we were up against from 
the start was that the space provided 
for the the kitchenette of 
each apartment was too short for any 


range in 


standard range of either manufacturer 
whom we represented. Both manu- 
facturers went so far as to go into 


the cost of making these 118 ranges 
specially to fit the space provided. 
This made the cost prohibitive. 

“They finally found a manufacturer 
who had a standard range that would 
fit their requirements in every way 
who had already made an installation 
in the Indian Village Manor in De- 
troit and took either the owner or the 
architect to Detroit to show them this 
installation. We were entirely elimi- 
nated from competition due to not hav- 
ing a range to fit a space that was 
originally designed for gas ranges. 
We were, however, very instrumental 
in having the electrical ranges in- 
stalled. 

“During the course of the comple- 
tion of this building, we enjoyed a 
business from them of upwards of 
$50,000 and were told publicly at the 
opening by Mr. Wolf of Chicago, the 
president of the enterprise, that in 
none of his building experience had he 
ever come in contact with contractors 
who cooperated in every way as the 
Wheeler-Green Electric Co. did, and 
he added that wherever they build an- 
other apartment, we would automati- 
cally do the electrical work, and if all 
others engaged in the construction of 
the Sagamore had cooperated to the 
extent that we did they could have 
opened the building three months in 
advance of the actual opening.” 








Yes, McCarthy Bros. & Ford, your esteemed publication finds room for this husky 


group of ball players. 
sleeps? 


Who is the one in the upper right hand corner who apparently 
Don’t let ’em pose that way, manufacturers get the wrong impression. This 


team is one of eight representing the various electrical interests in Buffalo and is 
one of the top notchers in the League, now occupying third place, having lost only 


two games thus far out of a total of ten. 


(As of July 31.) The League has been 


one of the best movements in recent years in the electrical fraternity in the vicinity 
of Buffalo, and has resulted in a keen but friendly rivalry among the electric com- 
panies represented, has broadened the acquaintanceship among the personnel of the 
various companies, has provided good clean sport, and secured valuable publicity for 


the various firms engaged. 


Gerler Becomes Sales Manager 
of Electrical Material Co. 


W. C. Gerler, who for the last year 
has been city salesman for the Elec 
trical Material Co., Chicago, has been 
made sales manager, effective Sep- 
tember 1. This company, which does 


a wholesale business in electrical sup- 





W. C. Gerler 


plies and radio, is located at 158 West 
Lake street. 

For 19 years, previous to his con- 
nection with the Electrical Material 
Co., Mr. Gerler was city salesman for 
the Electric Appliance Co. of Chi- 
cago, so that it is safe to say that he 
is known to practically everyone in 
the electrical trade in. Chicago—man- 
ufacturers as well as _ contractor 
dealers and the other jobbers. He 
also has a very large acquaintance 
among the contractors outside of the 
city who make that point their pur- 
chasing headquarters. 


The sales policy of the company 
will be extended and at least five 
more men added to the sales force in 
the near future, bringing it up to 12. 
The territory covered by the company 
includes Illinois, Iowa, Indiana, Wis- 
consin and. Michigan. 

* * * 


Two “All-American” Salesmen 

Two local salesmen have recently 
been added to the force of the Ameri- 
can Electrical Supply Co., 117-123 
South Morgan street, Chicago—H. 
B. Laning, previously with Hyland 
Electrical Supply Co., Chicago and 
H. R. Homan, who for several years 
was with Electric Appliance Co., Chi- 
cago, and after a short time outside 
of the electrical industry is now back 
in it again. 
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Handling Supplies in the Illinois 
Electric Building 


Methods of handling general sup- 
plies have been developed along the 
most practical lines in the new build- 
ing of the Illinois Electric Co., Los 
Angeles. The accompanying views 
give a good idea of some of the de- 
partments. 

In Fig. 1—the receiving end of the 
shipping room—are shown the con- 


duit racks, etc. Looking on through 





Fig. 1. Receiving End of Shipping Room. 


this picture, is a part of the entrance 
where there is room for two trucks to 
back in from the alley. 

Fig. 2 is a picture taken from the 
rear of the store in the center of the 
shipping room and facing the front of 
In the background is the 
The the 
sliding doors shown on the right-hand 


the store. 


shelving. screening and 
lower corner of this picture face the 
shipping platform which is arranged 
can be 


to load three trucks, which 


backed in clear off the street and can 


be loaded without interference from 
traffic of any kind. Into the little 
shipping office on the left, easily 


located by the clock, lead three tubes 
coming down from the top of the 
building into the shipping office. The 
I.amson tube system has been installed 
for use in sending various reports, 
tickets, ete., back and forth from the 
order department, credit department 
and counter. This is proving to be of 
wonderful help in transmitting orders, 
tickets, etc., back and forth through 
the house, and is an invaluable asset 
in the way of saving time. The freight 








bee 








elevator is just at the left of this little 

shipping office. 
Turning to Fig. 3, which was taken 

from about where the shipping clerk 


in Fig. 2 stands, it shows the other end 








Fig. 2. Store From Shipping Room. 


of the building where are located the 
scales on the loading platform, large 
coils of wire, carried on racks that can 
be moved up and down out of the way, 
and also assembly bins for small out- 
going orders. The left of this picture 
corresponds to that part of the picture 
mentioned in connection with Fig. 2, 
showing the sliding gates and wire 
screen which faces the platform for all 








Fig. 3 Store at Shipping End. 


outgoing shipments. It will be noticed 
that the scales are placed very con- 
veniently so that the goods can be 
weighed before loading them on the 
trucks. 

An interior view of the service room 
is shown in Fig. 4, on the 4th floor, 
where there are buffing motors and 
tools of all kinds to serve Westing- 
house ranges and appliances of all 
kinds, as well as the Apex cleaners, 


























ironers. The 
prefers to have the dealers do this 


washers and company 
work themselves but where they are 
not equipped has made it a_ strong 
point to give its customers any service 
requirements that may be necessary 
on any of these appliances. On the 
fourth floor is also carried a general 
stock of motors, schedule material and 
all case goods. 

In the rear of the third floor has 
been built a small conference room 
which affords an opportunity to install 
several modern commercial units so as 


to display different kinds of lighting 








i P| 
~ 
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This room is used for 
sales meetings, etc. Also on the third 
floor there is a radio room where is 
‘arried separately all the radio stock. 
The remainder of the third floor is 
given over to lamp stock, fixtures and 


at any time. 


similar items in original packages. 
Some more interesting views of this 


model jobbing establishment are 
shown on another page of this issue. 
ae ae a 


What to Know About Tape 

Tape is a simple thing in itself but 
tremendously important to the elec- 
trical industry. Recent _ statistics 
compiled by THe Jopper’s SALESMAN 
indicate that electrical supply jobbers 
bought something over $2,500,000 
worth of tape in 1922. It is well. 
therefore, to know where to lay one’s 
hands on a treatise which will give 
briefly all that one needs to know 
about the nature of adhesive tape. 
how to apply it to make a satisfac- 
tory splice, its weathering properties, 
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The “‘C-H” trademark identifies 
all Seventy Fifty Switches 


For Toasters and Irons 


Attached ina Few Minutes) 


If you sell electrical goods, you 
should have one of these metal, 
glass-topped display cabinets. 
[here are two trays, one directly un- 
der the glass and one carrying ten 
more switches located in reserve at 
bottom of cabinets. The glass top 
keeps the switches clean and pre- 
vents theft. The entire cabinet is 
well constructed and finished— 
making it a fixture that can be used 
the year round on your appliance 
counter, 





A Bigger Market 
Than Ever 


The number of electric irons, toast- 






ers, percolators and other electrical ap- 
pliances on which C-H Seventy Fifty 
Switches may be used has doubled 






since these switches were introduced 





five years ago. 





That is why dealer sales have kept up so con- 





sistently. Your fall and winter sales will increase 






also; if you take advantage of the added national 






advertising. We are calling the public’s attention 





to the convenience and safety of this “‘“on and 
off’switch—to the desirability of having their 







appliances equipped. 


The Display Cabinet 
Sells Switches 


This Seventy Fifty Display 
Cabinet placed in a prominent 
location acts as an automatic 
salesman. 











Ask the dealers vou call on to 
check their stocks of Seventy 
Fifty Switches—Now is the time 
to replenish their supply. 





















If your stock is low, ask your 
jobber to send a new supply— 
three million have been sold— 
have you had your share? 













THE CUTLER-HAMMER MEG. CO. 


Switch and Specialty Department 


Works: MILWAUKEE and NEW YORK 
Offices and Agents in Principal Cities 
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It’s Perfect! 


Note the new way of 
assembling the 


BULL DOG 
KNOB 


Made and Sold Under 
License United States 
Patent, Feb. 3, 1920 


The placing of the 
central bushing on the 
cap instead of the base, 






places it in a class by 
itself. 



















You will be safe in 
recommending this 
knob and all of our 
products to your cus- 
Write us for 
informa- 


tomers. 
any further 
tion desired. 


Illinois Electric 
Porcelain Co. 






Macomb, II. 
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Such a treatise has been pub- 
lished by the Okonite Co., Passaic, 
N. J., through its advertising agent, 
W. Hull Western of the Manufac- 
turers Publicity Bureau, 30 Church 
street, New York. The name of the 


ete. 


booklet is “Splices and Tape” and a 


copy may be had from either ad- 
dress. 


ok * 2K 
Three Important Questions 
Answered 


Commenting on his experiences 


during a recent trip through the west- 


ern Middle West, making 1,000 calls 


| on architects, distributors, engineers, 


jobbers, etc., for the purpose of dem- 


| onstrating luminous acorns, switches, 


| sockets, etc., a representative of the 
| United States Radium Corp. manu- 


facturers of ‘““Undark”’ radium lumin- 
ous materials states that three general 
questions were asked. These were as 
to cost, life and where obtained. 

The 


which, if they were of interest to the 


answer to these questions 


| thousand people called on, must be of 


| interest to others, are as follows: 





Cost—luminous tips are supplied 
on practically all makes and styles of 
switches, factory inserted, at a uni- 
form adition to the list price of 25 
cents. Sockets are similarly supplied 
with permanently attached luminous 
acorns at a uniform advance in list 
price of 20 cents. On other devices 
such as bell centers, pendant switches, 
canopy switches, etc., the cost is ap- 


proximately the same. ‘Therefcre, a 





complete luminous treatment for the 
ordinary house in which there are 
usually not over 10 switches, or pull 
chain sockets would cost $2.50 list, a 
very small item, in relation to the 
total cost of the job. Larger buildings 
would cost at the same rate and usual- 
ly at a still lower percentage of cost. 

Life—These products are guaran- 
teed to be effectively luminous for 
at least five years. This guarante+ 
being based on the fact that at the 
time the guarantee made the 
company making it had been in busi 
ness but five years and was therefore 
basing its guarantee on experience. 


was 


This company has now been in busi- 
ness seven years and if they were to 
revise this guarantee they would not 
The 
theoretical life of this material is 15 
years, but only time can tell whether 
this is correct or not. 


hesitate to make it seven years. 


In the mean- 
time, there are thousands of people 
whose own experience will confirm the 
correctness of the five year life. 
Where obtained 
time the distribution of luminous 
equipped products of the various 
makes, at least so far as distributors’ 
stock is concerned, is very good. The 
soundness of the manufacturers’ judg- 





At the present 


ment in selling this material through 
the wiring device manufacturers thus 
obtaining the benefit of carefully built 
up distribution systems is of a very 
decided advantage to the architect 
and the builder wishing to obtain the 
benefits of this improvement. 












stands W. W. Wheat, manager. 


division manager of the Apex Electrical Distributing Co. 
and in back is L. H. Nixon, Apex Rotarex department manager at Portland. 





This is the North Coast Electric Co. “gang” at Portland, Ore. In the first row 
Just back of him to the left is B. A. Butterfield, 


To the right of Wheat 
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ACUUM cleaner cord gets the hardest service of any 

of the appliance cords in the modern household. It 

gets dragged around, twisted into loops and knots 
and pulled out straight again, every time the machine is 
used, and frequently it has to reach from the room having 
a convenience outlet to another without an outlet. 


To withstand this usage PARANITE vacuum cleaner cord is 
made specially flexible and with an unusually durable cover. The 
conductor is 42 strands of No. 34 gauge copper where the ordi- 
nary cord for this service is 16 strands of No. 30. The extra 
flexibility and strength of PARANITE insures long life and satis- 


factory service. 


Indiana Rubber & Insulated Wire Co. 


Jonesboro, Indiana 
CHICAGO OFFICE, 810 Marquette Bldg. 


NEW YORK, The Thomas & Betts Co., 63 Vesey St. \/ 
IF IT’S PA RA N ITE”: RIGHT «3 
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Put Individual Control 
News Note:— i = a 
We’re urging dealers, in | ents ineitnertee 
our September trade 
paper advertising to Put . 
Individual Control on = <! ses 
Every Light. Talk Levo- ‘Ty : 
lier Conduit Box and 
Fixture Switches to them ee 
for this work and get for : PAC GILL 
them and for yourself this VALPARAISO _ INDLANA 


good business. 


Have your dealers go after 
the profitable business of in- 
stalling individual control on 
lighting: units. The business 
is there and it is easy to get. 
Individual control of lights is 
desirable for practically every 


lighting installation in_ fac- 
tory, store and office, new 


work or old. 


The Levotier 


Conduit Box and Fixture Switch 


is the most satisfactory switch 
for work of this kind both from 
an installation and the’ user’s 


viewpoint. 


It is easy to wire. Once in place, 
it is out of the way, concealed in 
the knockout box, canopy or fix- 
ture away from the heat of the 
lamp. It is so positive and sure 
in action that it will never give 
trouble. In addition, the Levolier 
Conduit Box and Fixture Switch 
is low in price. 


This Business 





No. 64 

Levolier Can- 
opy Switch 
Hickey  Espe- 
cially designed 


for use with 
the Levolier 
Conduit Box 
and Fixture 
Switch. | 
chain guide 
supplied with 
each Hickey 
without extra 
charge. 
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Electrical Specialties of Quality 
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Profit and Turnover 
The accompanying simple diagram 
may assist in explaining to a dealer 
the relation of profit and turnover. 
It was used by Mr. Ramsdell of the 
Burroughs Adding Machine Co. in a 
talk on merchandising. 


























1 2 3 4 
5 6 7 8 
% 
9 | 10 | 11 & 
2s 





Illustrating Profit and Turnover. 


You can liken a stock of merchan- 
dise to a rectangle, divided into 12 
equal parts. A merchant buys 12 
articles and pays for them. On the 
supposition that he is figuring on a 
profit of 8144 per cent, it will be 
necessary for him to sell 11 of these 
articles in order to reimburse himself 
for the cost. In other words—all his 
profit depends upon the sale of the 
very last article. As long as it re- 
dealer makes no 


mains unsold the 
profit. If he finds it necessary to 
| sell the last article at half price— 


even though he may have sold all the 


| others at full retail price—he then 


This 


importance of 


profit in two. illus- 


tration points the 
“turnover” —of buying in small quan 
tities and cleaning stock out promptly. 
* * * 
Raising Standards 
Statistics show that 10 years ago 
2 to 4 per cent of the total expended 
on the average home was applied to 
This has 


increased to from 7 


the plumbing equipment. 
been gradually 
to 12 per cent. Today the cost of 


electrical installation in the average 


home is estimated at about 21% 
per cent. To raise the electrical 
standards the central station must 


take the initiative. 

In each minor bath, 
pantry, unfinished attic, cellar hall, 
porch, etc., there 
should be at least one lighting outlet 
and in each main hallway, bath and 
pantry an additional convenience out- 
let is strongly recommended. 


space, i. e. 


stairway, entrance 
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The Strong Chain of — 


DURAWIRE 
DURACORD 
DURAFLEX 
DURADUCT 


DURABILT 


PRODUCTS 


Made at PAWTUCKET, R. I., by THE TUBULAR WOVEN FABRIC COMPANY 
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Keeping the Appliance at Work 
The 


heater cords is 


making up of “home-made”’ 
looked upon by some 
of the smaller dealers as profitable, 
because they have spare time and do 
not figure that their time costs any- 
But this 


hold true with the light and power 


thing. argument does not 
companies, even the smaller ones, with 
As 
pointed out by H. FE. Slade, vice-presi- 
dent of the Beaver Machine & Tool 
Co., of Newark, N. J. The light and 


which the jobber does business. 





There are Available Standard Cord Sets 
for Heating Appliances. 


power companies have a_ better ac- 
counting department than the small 
dealer and it’s easier to convince them 
that it costs hard cash to provide 
a man who is capable of properly as- 
sembling appliance cords. 

In approaching the lighting com- 
pany to put in an adequate stock of 
assembled cords the best argument to 
use, however, is that of keeping the 
appliances in use. Their 
sell 


Appliance sales are second- 


primary 
function is to current at a 
profit. 
ary. The first thing that gives out 
on an appliance is generally the cord. 
When that 


the appliance stops. 


revenue from 

How to get it 
> 

into service again as quickly as pos- 


occurs the 


sible is the company’s first thought. 


Many managers of the appliance 
sales departments of lighting com- 
panies do not like all the work and 
trouble connected with maintaining a 
repair department because of the diffi- 
culty of keeping a stock or getting the 
many repair parts for all the different 
appliances they may be handling. ‘The 
actual repairing of the appliances 
themselves is without doubt trouble- 


But 


it is very short sighted policy not to 


some and costly as pointed out. 


be prepared in some way quickly to 
replace the cords which supply the 
power to these appliances. 

There are now available standard 
cord sets for heating appliances on 
which the plug will fit any appliances 
made in this country. The manufac- 
turer supplies these in attractive car- 
tons ready to hand out to the customer 
without any delay or questions as to 
what he wants or what kind of an ap- 
pliance he wants it for. 

The lighting company, has a repu- 
“service.” It 
should feel responsible for the quality 


tation to maintain for 


of cord set it sells a customer, for 
the plugs and cord used and for the 
way it is assembled. The buyer for 
the company’s appliance department 
should be wary in buying fully as- 
sembled cord sets as he should make 
sure that the cord is Underwriters ap- 
proved for heating appliance work 
and of at least 17 gauge. Also inas- 
much as the market now offers heater 
plugs and switch plugs which have 
been approved by the National Board 
of Fire Underwriters, there is no log- 
ical reason for offering your cus- 
tomers unapproved plugs. 


* & & 


Qualities of a House-to-House 
Salesman 

Selling the major appliances direct 

to the housewife is not a hit-or-miss 


proposition. It is almost an exact 


science. Even with proper training, 
it requires a comparatively “heavy” 
salesman to dispose of them in suffi- 
cient volume to make a reasonable in- 
come. The man of proper qualifica- 


tions, can, however, be speedily 





brought to the point of reasonabl 
production by proper methods. Onl 
the seasoning of weeks in the field ca 
make him an expert but if he can bi 
brought to the point where his sales 
are making him even a reasonable in 
come, he is perfectly willing to work 
for the experience that will mak 
him a real producer in so profitable « 
field. 
“rough spots” of the first two or thre: 


It is getting him over tli 


weeks, that forms the real problem 

In advising or working with tli 
dealer on house-to-house selling tli 
above must be understood and appre 
ciated at the start. 

Those who have been through th: 
mill, have worked out the problem and 
have reduced it to a science say that. 
broadly speaking, there are three dis 
tinct divisions of selling electrical ap 
pliances; finding the prospect, demon 
strating the appliance and closing tli 
sale. A man, in order to be success 
ful, must be thoroughly familiar with 
all three divisions for he cannot dem 
onstrate without having first found 
prospective customers and he cannot 
close his sale unless he has made « 
thorough demonstration. His know 
ledge of the business, therefore, must 
be well balanced. 











Electric Co.’s_ representa- 


The Illinois 
tives from Los Angeles at the Apex Elec 


Distributing Co.’s tenth annual 
Ohio, July 1 to 4 
went to Cleveland 


trical 
convention, Cleveland, 
These representatives 
in a special Pullman, joining the special! 
train at Kansas City. They were dressed 
to represent the 49-ers of California in 
the original costumes as worn jin ithe 
“Covered Wagon” picture. 
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The Fastest Selling 
Lamp in the World 


Most lamps are just lamps. 


but the Buss lamp is a selling idea 
nd the biggest selling success that 
the electrical trade has ever known. 


\ny dealer in any size town gan sell 


cores of them every month. 


and that’s exactly what dealers 


ire doing. 





lor example 


Leo S. Weeks, Crawfordsville, Ind., 


. town of 3,500 people, sold over 500 


Buss Clamp-o-Set lamps in less than 


60 days. 


Lord & Taylor, in New York City, 


sold 417 lamps in 3 days. 


Strouss-Hirshberg Co., Youngstown, 
Ohio, sold over 100 lamps in 2 days. 


The Union Electric Light and Power 
Co., St. Louis, Mo., sold 92 lamps in 


i few days. 


Hundreds of dealers are selling Buss 
lamps by the score in practically 
every part of the United States. 


You never heard of a lamp selling 
like this unless there were mighty 
zood reasons for it—and there are. 


Its price is $2.00—anybody can buy 


it and will. 


Its use is unlimited—everybody can 


use it and will. 


It will sell itself wherever it is seen 


—and does. 


It's the one real, artistic stand lamp 


that also hangs or clamps 





not 


imply a clamp-lamp contraption. 


Never has the dealer had such a hot 


self-seller to make money with. 


BASE-PLATE SCREWS 
IN AND OUT TO 
CLAM - 
WORKS LIKE A VISE 













































Ist. 





him. 


you. 


- 1a{@):o 4 
Now three finishes Boab = 


at the same price: srusx srass 


$3,500 Prize Selling 
Campaign Starting 


The “Tell us how B ou’d use it” plan 
is the biggest selling campaign ever 
conducted on a product of this kind. 


It begins in September to make the 
fastest selling lamp sell still faster. 


[his campaign is for any dealer in 
any town who is live enough to tie 


up with it. 


It includes 


2nd. 
3rd. 


gestions. 


4th. 


5th. 


6th. 


Nothing like it in the lamp line has 
ever been offered before. 


Your sales to your dealers in your 
territory can be doubled, trebled 
and quadrupled if you get behind it. 


Ask your sales manager about this 
big Buss lamp plan in case you 
haven’t already gotten word from 
He has all the material and 
all the information ready to hand to 


Bussmann Mfg. Company 
3819 North 23rd Street 
































Newspaper ads. 


Big window posters for the 
dealers. 


$1,000 in prizes for the 
— who make “Tell us 


10 W you'd use it” sug- 


Nearly $2,000 in prizes for 
dealers and their clerks. 


A big advertising campaign 
in colors in trade papers to 
dealers. 


A big monthly illustrated 


magazine, ““The Buss Busi- 
ness Builder,’ to dealers. 


St. Louis, Mo. 














Clamp-o-Set $ 
LAM P 





Bulb Not Included 
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TRADE MARK 







REG.U.S. PAT. OFF, 


Lae 


Why is this man happy? 


Because he is using SPRAGUE materials, 
They work better. Everything for the 
complete wiring system. 








General Electric Company 
General Merchandise Dept. Bridgeport, Conn. 


. Sp rague 


Conduit Products 





AGENERAL EX £ OTR Tt PF RUST US 


498-10) 
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A Dependable Scldering Paste 
of Universal Application 


For tinning, for electrical repair and construction 
work, for soldering connections on housewiring jobs 
and on radio sets, for automobile repair work and 
for countless other jobs where a dependatle soldering 
paste saves time and trouble and improves the 
quality of the work, G-E Soldering Paste is recom- 
mended. 


This paste has been developed by the General 
Electric Company for use in its own factories and is 
the result of careful research work. It is non-corro- 
sive, convenient and economical to use, and efficient. 
It is packed for the convenience of various classes 
of user, in two-ounce boxes and in containers holding 
one pound, ten pounds and twenty-five pounds 
respectively, all bearing the well-known orange and 
blue label which guarantees the uniform excellence 
of the contents. 


Any G-E distributor can furnish further information. 


Genera! Electric Company 
Merchandise Dept. Bridgeport, Conn. 


- GENERAL ELECTRIC 
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Are You Selling 
Electric Ranges 
The Profitable Way? 


Sell Electric Ranges the Profit- 
able Way—the Standard Way. 
Bigger sales and more profits await 
the jobber’s salesman who goes 
after the electric range business in 
his territory in the Standard Way. 


The Standard Line has types of 
electric ranges sufficient to meet 
any installation demand. 


Go after the electric range busi- 
ness for apartment house installa- 
tion. Get this business through the 
architect and owner. When you 
get such an order it runs from 


$5,000.00 to $50,000.00.  Fig- 
ure your commissions. 
We have a sales prospectus 


showing you how to get this busi- 
ness—may we send it to you? 


The Standard 
Electric Stove Co. 
Toledo 








Electrical 
Appliances 








Cashing In on the Fourth 
Anniversary 
“There is one idea in the July is- 
sue of THrE JOBBERS SALESMAN 
writes an interested reader, “which, 
for the purpose of increasing elec- 
trical sales and stimulating interest 


_in appliances, is worth many times 


the subscription price to any jobber’s 


| salesman, store manager or advertis- 


| ing manager in the business. 


I very 


' much fear some of the jobbers might 





not have noticed it. 

“T will illustrate as briefly as pos- 
sible. If I were advertising or sales 
manager of a jobbing house, I would 
have a sign in the window tomorrow 


somcthing like this: 





Important Announcement 


The Fourth Wedding Anni- 
versary has been designated as 
the Electrical Anniversary. If 
you have friends about to cele- 
brate this Anniversary the ap- 
propriate gift is 


SOMETHING ELECTRICAL 











“Tn addition to the above. I would 


| have attractive cards printed bearing 


| 


Ohio | 


the usual list of wedding anniversa- 
ries, with the fourth emphasized as 
Llectrical. There would be space of 
the dealer's imprint and a quantity 
without 
Dealers, central stations, de- 


would be furnished him 
charge. 
partment stores, hardware stores, in 


fact all selling electrical appliances 


would be urged to place a sign in 


| their windows and on counters as soon 








as possible. 

“Those dealers using mailing lists 
should be urged to send announce- 
ments (postal or circular) to all their 
Cards 
should be handed to all persons en- 
On top of this the 
announcement should be incorporated 


customers and _ prospects. 


tering the store. 


in display advertising, either by the 
official 
city, or by the jobbers and dealers in- 
dividually. 


electrical association in each 


“The point I am trying to make 
is, that so long as they have gone. to 
the trouble and expense of creating 





| 












1200 Retailers 
Prove Wavette the 
Fastest Selling 
Electric Appliance 


oe 
War 


Electric 

Curling Iron 

& Waver Rod 
After all, it’s only the 
successful that get the 
encores! Wavette is one 
of the few electric appli- 
ances that is bought; it 
requires little sales ef- 
















fort, and less expense to 
pile up real profits. 

Simply show it—invite 
your customer to com- 
pare it with irons cost- 
ing twice as much—and 
pocket the profits, 


Look 





at the 
Wavette 


2/u 


picture. 

with 
3@” rod, selling 
for $3.00 and 
Wavette Jr. with 
7x’ rod, selling 
for $2.75, both 
have detachable 
plug in handle, 
removable clamp 
(so iron can be 





Wavette 


i used as Waver 

Pas the Rod “ul 

| fastest Xod ) beautifu - 

. ly polished nick- 
selling ¢ 


el finish, highly 
ebonized black 


* electric 


appliance handI 
. 1 2 re nme 
is Hl andle, genuin 
ew flexible cor d 
TOV ld x a 
with wire guard, 
and guaranteed 


heating element. 





For particulars address 


Cale cate ea le 
The FRANKEWOLCOTIMFG.CO 


Hartford, Conn. 


Pacific Coast Agents, Western Agencies, Inc., 
San Francisco, Calif. 
Southwestern States, The Folsom Co., 
Dallas, Texas. 

Southern States, The Robertson Sales Co., 
Birmingham, Ala. 
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HEMCO 


$1000 National Slogan Contest 


“In full swing and meeting 
with tremendous approval on 
the part of dealers”—that is 
the report we have to make to 
you onthe Big $1000 National 
HEMCO Slogan Contest. 


Every day we are receiving 
scores of notices from dealers 
who are entering this contest 
and who are finding their 
sales of HEMCO Plugs and 
HEMCO Pads increasing. 
During the fall months, 
thousands of HEMCO dealers 
will double and triple their 
sales. 


We urge you to push HEMCO 
sales now and be the first to 
benefit by this national 
contest. Order Plugs and Pads 
now to assure prompt 
deliveries. 





GEORGE RICHARDS & CO., 
557 W. Monroe Street 


CHICAGO 
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TERLING 


ELECTRICAL 
_ PRODUCTS 


aaa Business 
Interests You 


YOOD merchandising proves that 
the ultimate profit is not so much 
in_the initial sale as the repeat orders. 































That is why ‘Sterling’? prides itself 
in being a profit-maker by virtue of 
its “‘stay-sold”’ record. You can count 
on “repeat orders” every time the 
salesman calls 
STERLING HEATING P4Ds 

A heating pad in which beauty stands second 
miy to eectrical perfection Definite yearly 
yuarantecs Single and Three Heat control 
Can be folded without short circuiting. 


Prices astonishingly low 

STERLING VIOLET RAY OUTFITS 
nes styles, all beautifully designed and 
efficient Also Ozone generators 


DU CHARME ELECTRIC CHEFS 














\ weffle mo'd wit a hot pate top pre 
pares practic alls all foods that the average 
gas range does—-except baking 

We also manufacture Sterling 

“Tri-State” Electric lrons 

Triple Heat Electric Blankets 














and other Electrical Heating 


‘Bhe Sterling Electrical-Coypn 
SS West Te Church -& 67 P 
























EVERY person connected with the selling end of 

the electrical industry will find something of in- 
terest, something worth reading, in every issue of 
THE JOBBER’S SALESMAN 





The sales experiences of some of the leading men in 
the industry will prove interesting and instructive to 
many. Various other features will be well worth read- 
ing each month. 









We want you to become a regular reader of THE 
JOBBER’S SALESMAN 


Send a dollar for a year’s subscription. 



































| Indianapolis, 

















Electrical 
Appliances 





this Anniversary Electrical, it must bh 
Therefore it should be 
put over immediately and with a bang. 
fourth anni- 


worth while. 


There are not so many 
versaries as to swamp the trade with 
but if all 
dealers, jobbers and their salesmen 


went out talking the thing it would 


orders, 


prove a permanent increased outlet for 
appliances. 

far 
I know, but probably has been used 


“Another idea (my own so as 


by department stores) was brought 
ts me by my attendance at a couple 
of noticed much 
duplication of electrical presents. 


weddings. I 


large 


“Why not ‘Gift Certificates’ issued 
by electrical dealers for appliances 
| the same as those given for gloves, 
| hats, ete.? This plan is not without 
obstacles, but any recipient of two 
percolators, three irons, ete., would 
welcome relief. 


manufacturers, 




























in—F. E. 


in 
charge of the electrical appliance jobbing 
department of the Pettis Dry Goods Co., 


Sure, let him 


Shockley, 


distributor of Royal Clean- 
Do these dry goods fellows really 
go around in planes? If so, get out, you 
electrical aces. 


ers, 
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They come to their new estate with a 
standing well known to the trade. 
refinements by H&H even exceeding the 
excellence of the PAISTE Socket. 
in mechanism and material, the new 
socket lays claim to an old honor-mark. 
and all it has meant 


It’s the H&H mark 


on your switches. 


We're offering a brief booklet on the Socket Line; vou’re invited to send for one 


THE Hart & HEGEMAN Mrc.Co. HARTFORD, CONN. 
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The Drawing Power of Light 


According to the New York State 
Committee on Public Utility Infor- 
mation, in seven stores out of 10, the 
merchant has failed to make use of 
ihe advantages of adequate lighting 
and to 
This was according to a recent 
1000 stores of all types 


to draw customers increase 
sales. 
survey of 
and sizes. 

Of the 2,000,000 stores in the 
United States, it is estimated that but 
one in 20 has an interior illumination 
intensity of 10 foot-candles, and but 
foot- 


illumination, al- 


one in 25 has as much as 15 


candles of window 
though the economy of this lighting 
is clearly demonstrable. 

One series of tests showed that a 
shop lighted to 15  foot- 
candles of intensity, the approximate 


window 


average, caused 200 persons an hour 
to stop and look in; whereas the same 
window lighted to 40 foot-candles at- 
tracted 244 persons, and when lighted 
to 100 foot-candles, it attracted 284 


potential customers. Thus an increase 


of 85 foot-candles increased the 
drawing power of the window by 
84 per cent. To light the window 


to 15 foot-candles cost eight cents an 
hour, and at this intensity of illumina- 
tion it was estimated to produce a net 
The 


additional cost of 10 cents of illumina- 


profit of one dollar an hour. 


tion produced an additional profit to 
the merchant of 42 cents an hour, or 
82 net increases. 

A second group of tests made to 
establish the effect of varying degrees 
of interior lighting intensity showed 
equally definite results. The interior 
illumination of a typical store was 
varied daily from 5 to 15 foot-candles 
over a period of several weeks, with 
no special advertising or changes in 
display of goods to effect the sales of 
The number of sales 
each day was counted, as well as the 


merchandise. 


average sale to the customer. 
The tabulated results showed that 


on the days when the store was 
lighted to 15 foot-candles the average 
sale to the customer was 29 per 


THE JOBBER'SPA|SALESMAN 


cent greater than on the five foot- 
candle days. In addition to the in- 
creased individual sale, it was found 
that with the better lighting there 
were fewer complaints, that fewer 
purchases were returned, and sales 
were made more quickly, and that the 
morale of the sales force was material- 
ly improved. 
* & * 


Killing Window Reflections 
With Floodlights 


Reflections kill many a window dis- 
play in the daytime. Merchants with 
valuable window space, and ready to 
spend hundreds of dollars on a single 
setting do not as a rule know how to 
It can be done, how- 
Tell 


your dealers how to sell floodlights 


overcome this. 
ever, by the use of floodlights. 


for this purpose to the merchants of 
their city. 

Messrs. Harrison and Spaulding of 
the engineering department of the 
National Works the 


answer. 


Lamp found 


Their investigations, presented be- 


fore the Illuminating Engineering 





Photograph Taken Under Natural Light 
Alone. Upper Part of Figure Blot- 
ted Out by Reflections 








Society, showed, first, that if lighted 
to a high level of illumination, the 
principal displays in a window could 
be made to dominate daylight reflec- 
tions in the show window glass; and 
second, that the attracting power of a 
display so lighted, as judged by the 
number of persons who stopped to 
view the window, was very substan 
tially increased. 

The windows used in the investiga 
tion the Linder Co., 
located on Euclid avenue, Cleveland. 


were those of 


The problem of overcoming daylight 
reflections in the glass was a particu- 
larly severe one because the store is 
directly East 14th 
and the displays were in competition 


light- 


opposite street, 
with reflections not only of 
colored buildings but of the sky itself. 
How the daylight reflections inter- 
fered with the attractiveness of a dis 
play is shown in the double illustra 
tion. 

When six floodlight projectors, each 
capable of directing a beam of 25,000 
candlepower, installed in the 
window so that the light from two of 


were 


Note How Clearly Figure Stands Out 
When Daylight Was Supplemented 
by Floodlights 
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Gio 


Equipped with The Only Safety 
Screwless Holder 
Finished in White Enamel 


Designed with Thought to Harmonious 
Relations of Globe and Holder 


SPECIFICATIONS 
STANDARD FINISH—White Enameled Holder. Fur- 


nished also in Statuary Bronze at no extra cost. 


DIMENSIONS—Ceiling Flange 8 in. diam. Fitter 
4 in. diam. Globe 10 in. diam. 

Equipped with Steel Bridge and Two-Piece Porcelain 
Sign Receptacle. 

Packed complete in individual cartons. No packing 
charge. List Price $5.10. 

Equipped with porcelain pull chain receptacle. 
List Price $5.90. 


A complete unit ready to install---No extra parts to buy 





“Notice the Lighting Equipment” 


























Ayr AN APPEAL 
\ 1¥ this onit appeals Yo you 
/ 


yneves 4 reason 


CREVELAR,, 
Ons 


KITCHEN UNIT 


This Double Page Ad 
in Colors appears in 


SEPTEMBER 


ELECTRICAL RECORD, 
LIGHTING FIXTURES & 
LIGHTING, 
and ELECTRIC LIGHT & POWER 
(1 page) the foremost trade papers 
read by dealers and others interested 
in lighting fixtures. 


If ever a lighting unit was marketed with every possible 
assistance to the jobber, here it is! 


Although the appealing beauty, harmony and low price of 
the Monarch makes it practically a self-seller we are also 
reaching every electrical contractor-dealer with big adver- 
tising space to be accompanied next month with 
a direct mail broadside to every retailer of lighting 
equipment in the United States. This is done to 
make your sales easier. 








What the Monarch means as a Sales Factor 


CHE “Monarch” is sold on a 100% Jobbing basis. It has the support of the Central Stations every one of 
which has been circularized. Not only the unwired homes, but millions of wired homes that have never had 

the opportunity to obtain a rich looking, efficient kitchen and bathroom unit at a low price, are potential cus- 
tomers. Your part of the distribution is a golden opportunity to take advantage of this wide-open sales outlet. 














Manufactured by 


PERFECLITE COMPANY 


CLEVELAND, OHIO 
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What Aladdin 
Found Out 
About the 
Jobber 


We have found out that the elect- 


rical jobber is the most economi- | 


cal distributor for our product 


Experience has taught us this) 
in the face of early prejudice. | 


We tried other channels. The 
Jobber won on his merits. 


(Continued Next Month) 





Sales Bulletin No. 1 





NO. 274 ‘“DESK-FLEX”’ 
Lamp Retails for $4.00 


This 


Sells to the DEALERS for $2.25 
to $2.60 according to quantity 


COSTS THE JOBBER 
ia dete oF AS... <2... $1.85 
In lots of 144 , i768 





PROFIT on this 
staple and you will find that it 


Figure your 


ranges up to 
3314 % 
the 


on sale according to the 


quantity 


Packed in 
INDIVIDUAL CARTONS 
12 in a Standard Package 


“ALADDIN” 


The Wonderful Lamp to Sell 











Manufactured by 


Aladdin Manufacturing Co. 


Muncie, Indiana 








Illumination 





these projectors could be directed to 
| each of the three principal figures on 
display (one figure shown in illustra- 
tion) daylight reflections were subor- 
| dinated and became the background 
for the figures which themselves were 
made to stand out sharply. That the 


| 
| 




















| Suggested Installation Adaptable to the 
Majority of Windows 


| lighting had accomplished the desired 
results was evidenced by a check on 
the number of persons who stopped to 
look at the display with the lamps on 


and the lamps off. In a total of two 














O 000150 wart MAZDA C lamps in standard sh 
B 500 «30 projector umnts 











Plan of Suggested Installation 


hours, 174 persons stopped when the 
an 


lights were not burning and _ in 
equal time 259 persons or 50 per cent 
| more stopped when the display was 
illuminated—this in spite of the fact 
that there were actually fewer people 


on the street during the period that 
| the lights were on. 
The other window picture and the 


diagram show a suggested method of 





installation. In making such an in- 
stallation, the projectors which may 
be National X-Ray or equipment 
should be adjustable to point to any 
part of the window, should be inde- 
pendent of the regular window light- 
ing equipment, so that either may be 
used independently, and there should 
be at least 500 watts each. 

* 


* * 


Get Out the Foot-Candle Meter 
Although at this season of the year 
little use is made of the illuminating 
system in an industrial plant, it is the 
very time when the production en- 
gineer and superintendent in that 
plant should prepare for the time 
when every department must use ar- 
tificial illumination. Production, ac- 
cidents and spoilage rise or fall in ex- 
act proportion to the effectiveness of 
the light under which the employees 
must work. No single factor in the 
plant equipment has such direct in- 
fluence on efficiency as has illumina- 
tion. Therefore, this is exactly the 
time to “get busy” with the foot- 
candle meter and make tests in such 
plants and line the owners up for bet- 
ter illumination equipment. There is 
no cost for this service, and it may 
help them produce more goods at 

lower cost. 
* 


* * 


Airplanes Follow a Path of 
Light Across Continent 


A unique of 
searchlight beacons to illuminate the 
pathway of airplanes inaugurated the 
first United States Air Mail Service. 
A total of 1,800,000,000 candle power 
in 35 are and incandescent type 
searchlights, installed by the General 
Electric Co. light the dark zone of 
the transcontinental route beginning 
at Chicago and extending to Chey- 
Wyo. (See “Pictorial Re- 


system high-power 


enne, 
view.” ) 
At the eastern edge of this zone a 
beacon of 325,000,000 candle power 
has been stationed, at the western 
boundary 800 miles away, another unit 
of like intensity has been installed. 
Between these are three others of sim- 
ilar size at points where permanent 
landing fields are being laid out— 
Iowa City, Omaha, North Platte. 
At lesser intervals of about 25 
miles, 30 5,300,000 candle power in- 
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More Profits to the Jobber 


quality is known. 


New Catalog Pages Just Issued 






































Real Selling Helps 














every jobber’s salesman. 








Sales Managers 


2140 N. Halsted Street 
CHICAGO 














Yj 




































Fixtures Have Forged 
Ahead on Their Merit Alone 


They need no introduction by your salesmen. Their 


customers have been buying them for years. 


We have just issued 4 new catalog pages, printed on 
both sides, on cast metal outdoor lighting fixtures. These 
catalog pages give illustrations and descriptions of 64 
patterns suitable for Apartment Buildings, Residences, 
Churches, Institutions, Industrial Plants, Garages, etc., 


which are sold in quantities through the electrical jobber. 


Every catalog of every jobber’s salesman should con- 
tain these four pages. Trimmed to fit, printed on good 
stock and containing only selling data and helpful 


descriptions, they are an asset to the selling ability of 


Tell us how many sets you want for your 
salesmen’s catalogs! We’ll be glad to mail 


them. Also ask for our complete catalog No. 12. 


HERWIG ART SHADE & LAMP CO. 


ILLINOIS 
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club or store 
Equipment” 
do likewise. 
prospects for 
for sales- 
Hs Denzar 


e sé 


for Denzar. 





the order. 












“Notice the 


and get your 


It 


them—create 


favor by the others. 


stock of Denzars is low. 


Beardslee Chandelier Mfg. Co. 


218 So. Jefferson St., Chicago, Il. 


will reveal 


ZAR 


getter. 


WI erever,r you go, 


whether to church, 
Lighting 
dealers to 
lighting 


new fields 


and let the world know that 


Question your dealers about their prospects. 


operation often works wonders. 





Another Browning, 


King & Co. Store 


The fact 


installed in 


that Denzars have 
been the 
Browning King & Co. store at 
St. Louis had 
proven its merits in two of their 


new 


after Denzar 


Chicago stores is convincing 
evidence of the superior value 
of Denzar for store illumination. 
Store equipment for Browning 
King & Co. left to 


This firm is a mer- 


is not 
chance. 
chandiser of the first order and 
merely good salesmanship can- 
not sell it anything that isn't 
right. All of 


highly successful and when an 


its stores are 


article proves its merits in one 
store it is looked upon with 


That Denzar has won its marks in the 
two newest Browning King & Co. stores speaks mighty well 


There are stores in every town that need Denzars and in many cases 


the Jobber’s Salesman can give the dealer the necessary help to secure 


A little co- 


We'll make prompt shipments if your 



























Illumination 





in a circular path. 
power motors keep the smaller lights 
in motion. 
lights will be visible a distance of 50 
miles and the smaller ones for 30 
miles. 


candescent searchlights have been in- 
stalled. 


The large type lights, marking the 


beginning and the end of the “dark- 
ness zone” and the landing fields, are 
mounted on steel frame towers 60 feet 
high or on suitable buildings if avail- 
able. 


One-half horse power geared 


motors keep the big lights revolving 


One-sixth horse 


It is estimated that the big 


Thirty-six-inch projectors are 


used for the big lights and 18-inch 
projectors for the smaller ones. 


* & 


Stick to One Unit 


Many authorities who have had ex- 
perience in selling commercial light- 
ing agree that the best results are se- 
cured by selecting one particular unit 
and sticking to it. 
temptation to offer the customer what 
he thinks he wants, but it has been 


There is a great 


found that bigger sales results are se- 
cured by the single unit method. 


This 


principal applies also to display win- 
dow lighting where it has been found 
that by offering one type of equip- 


_ ment, larger sales result. 




























Just one look at this chap will show you 
that he is always “up and doing.” 
is E. E. Brazier, sales manager of Capi- 

' tal Electric Co, Salt Lake City. 


This 
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We're selling the 
progressive retail stores 
thru the Retail Ledger 


This means real money to you! 


Return the coupon 
for complete proposition 


EDISON LAMP WORKS 
OF GENERAL ELECTRIC CO. 


Harrison, New Jersey 
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OST Lighting Fixture dealers 

put a high value on standard- 
ization of quality, for the average 
dealer has had at least one regret- 
ful experience with lighting fixtures 
seemingly possessing high quality. 
It is not the unusual thing for 
Williamson Lighting Fixtures to be 
welcomed and acclaimed by dealers 
in every part of the country as a line 
of a standardized quality. Funda- 
mental reasons back of this dealer 
acceptance is dealer knowledge that 
all Williamson work is creative, not 
imitative. And too, that R. 
Williamson & Company has sensed 
the wishes and needs of community 
living and have developed lighting 
fixtures which meet the approval of 
the great buying public. Too, as 
creators and pioneers of the 
Williamson Merchandising Plan, 


R. WILLIAMSON & CO. 


New York :: Chicago :: San Francisco 
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R. Williamson & Company naturally 
feel a sense of responsibility for the 
security of the dealer’s place in our 
present system of merchandising. 
This fact is fully expressed in the 
unusually liberal and broad guar- 
antee on all Williamson Lighting 
Fixtures, a guarantee incited x 
manufacturing pride. This, too, i: 
common dealer knowledge. ‘Dealers 
understand one thing thoroughly. 
They comprehend that every 
Williasieon Lighting Fixture is back- 
ed by Williamson financial, manu- 
facturing and merchandising 
resources, to insure their complete 
satisfaction. Here then are a few 
monetary reasons why dealers when 
choosing lighting fixtures of known 
character and reputation insist upon 
the Williamson Line of Lighting 
Fixtures. 


R. WILLIAMSON & CO. 


New York :: Chicago :: San Francisco 
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Order and Purchase Routine 


Routine work is not burdened with 
system in the new offices of the Ameri- 
can Electrical Supply Co. of Chicago. 
System is there all right enough but 
it is simplified to the last degree. 


Therefore it operates smoothly. You 
can almost visualize what little there 


is by a glance at the rather sketchy 
layout of the office arrangement here- 
with, no attempt having been made to 
draw it to scale. This office extends 
across the whole front of the building 
at 117-123 S. Morgan street. Prac- 
tically the whole elevation to the left 
is glass—plenty of light. All the 
office is open with the exception of 
President Browne’s quarters in the 


rear. While there are no other par- 









































titions over 4 ft. high, it is so roomy 
File 
Clerk 
Presidents 
Office Special Sales 
Represeniahve 
SalasManager 
and Assistant s Lamp and 
a Tlumination 
E Expert 
Two Quotation S 
Clerks Manager Service 
i 3 and Stock.Recards 
| ond Assistants 
A} 
Price Purch 
cee cheng 
‘Saat 
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Treasurer § 
and Three & 
Assistants 8 
aS 
iS 
Switch 
Dd to 
pe Stock Room 
Main Entrance Hal] 
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Office Arrangement in a Modern Jobbing 
House. 





that each man is practically by him- 
self, with his secretarial help at hand. 

When the postman or any one of 
the an order at 
the front door its progress is methodi- 
cal and follows pretty closely one con- 
tinuous route until the goods are 
loaded onto the truck at the back door 
shipping platform. 


salesmen brings in 


The stock room for shelf goods is 
immediately to the rear, on the same 
floor with the office. The heavy lines 
are carried in the In the 
main floor stock room the aisles are 


basement. 


arranged at right angles to the office 
partition, with a room and counter in 
front for the trade. 
Everything for filling orders for the 


contractor 


usual line of shelf goods is at hand. 
Here the clerks have their 
quarters. fill an order the 


assembly 
As they 
assembled items are put in a box or 
case. This case when completed as 
far as possible is put into one section 
or stall in a sort of a tier of compart- 
ments like those in a 
office. The shipping clerk and _ his 
staff of packers are on the other side 
and do not come 
staff. 


plete or if the case contains every- 


country post 


in contact with the 
assembly If the order is com- 
thing to go in that shipment, the order 
ticket is passed through a window 
like the delivery in a post 
office. After the material has been 
checked the packer takes the ticket 
and does the packing and it is passed 
on to the shipping clerk who sees that 


window 


the goods get off on schedule. 

When an order comes in, one ticket 
is made to do service for all opera- 
tions—it the ticket for 
pricing, shipping, invoicing and bind- 
ing. It goes the whole route and 
when it finally reposes in the binder it 
contains everyone’s okey, dates and in 
fact constitutes the whele story of the 
transaction. 
ii—one_ the 


becomes 


Four copies are made of 
general office copy as 
above, one for the service department, 
one for enclosure with shipment and 
one as an acknowledgement to the 
purchaser. 

If an order cannot be filled at once 


on account of items not in stock, that 








part of it which can be filled is taken 
care of at once and reposes in the 
department stall as de- 
scribed above. That much of the 
ticket is shipped and billed. Then a 
back ticket is 


assembly 


immediately 


order 








M. C. Austin (left) Service and Stock 
Manager, and W. A. Jacobs, Purchasing 
Agent American Electrical Supply Co. 


written for the missing items and 
treated in every way as an original 
order. ‘The customer receiving his 
copy of the back order is also given 
thereon the expected date of shipment. 
All back orders also carry the ticket 
numbers of the original orders to 
which they belong. In due time they 
come through, the goods are all assem- 
bled and when everything is com- 
pleted—shipment, invoicing of back 
order, etc., the back order ticket and 
original ticket are attached, arranged 
and filed together. 

The purchasing department under 
W. A. Jacobs, purchasing agent, must 
work very closely at all times with the 
service and stock department, under 
M. C. Austin, and it will be seen that 
they are located side by side in the 
office arrangement. 

Purchase orders are handled sim- 
ilarly to orders on out-going mate- 
rials in that if an incoming shipment 
partially covers the original 
a back order is immediately 


only 
order, 
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“Every Merchant Should 
fy > ¢ 
‘ eA 








— 


Know About This Test !” 


Grand Leader Department 
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Line ’Em Up This Month! 


EPTEMBER is the best month of the twelve in 
which to line up your agents and dealers on com- 
mercial lighting business. The fall lighting season is 
beginning and merchants are getting their stores in order 


for fall and holiday crowds. 


Merchants themselves will give more consideration to store 
lighting business after the September 22nd issue of the 
Saturday Evening Post appears. It contains the convincing 
advertisement illustrated above. It puts progressive mer- 
chants in a receptive mood for the contractor-dealer’s 
story of profitable store lighting. 


Our book, “Building Profit with Light” gives you the 
complete story of this store lighting market and the profits 
it holds for electrical supply jobbers and their hustling 
salesmen. Ask for a copy, and get in touch with your 
Sales Division of National Lamp Works, Cleveland, for 
additional store lighting selling aids. 


NATIONAL | 


MAZDA LAM } the, (GE YNATIONAL LAMP WORKS (525 
“Ne OF GENERAL ELECTRIC CO 
EEC ISS 









ELA PARK, Cleve- 

land, is a “university 
of light” dedicated to pro- 
gress in the art of lighting 
and to improvement in 
lamps. Itserves24 factories, 
17 salesdivisionsand 30,000 
dealers in the production 
and marketing of 98 million 
National MAZDA lamps 
annually for use in homes, 
offices, factories, stores, 
streets, railways, flashlights 
and automobiles. 


All Mazpa lamps are made 
under MAZDA Service. 
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Look! Mr. Jobber 


Merchandise Flood-o-Lite, Jr., 
to your dealers. 


Merchants everywhere want Flood- 
()-Lite, Jr., the latest thing in dis- 
play lighting for automobile show | 
rooms, display windows, 
cafes, dance floors and many other, 
places where a brilliant, well-dif- 
fused, or closely concentrated light 
is required. 


stores, 


Here is profitable business. Mer-) 
chants buy Flood-O-Lite, Jr., on 
sight. Get your dealers to stock 
I‘lood-O-Lite, Jr., and demonstrate | 
it to the merchants in their town. 
It makes good business for them| 
and for you. 

for discounts 


IVrite, today 


Reflector & Illuminating Co. 


575 W. Washington St. Chicago 





Retail $15.00 
Color-lite $3.50 


brilliant, 


throws a 


Flood-O-Lite, Jr., Form I 
well-diffused flood light for interior flood light- 
ing. Flood-O-Lite, Jr., Form C throws a closely | 
concentrated light. Color-Lite attachment with 
color screens can 


Flood-O- Lite, Jr . 


red, amber, and blue 


} 


green 
ve used with either form of 


lighting. 


colorful display 











Purchases & 
Stock 











made out, sometimes several, for the 
missing materials. This is not 


usually done in office routine but the 
excellence of the idea shows up out 
at the receiving clerk’s desk. There, 
when goods come in he simply uses 
a rubber date stamp and marks the 
original order or the back orders as 
the case may be in a mement’s time. 
Before this back-order scheme was put 
effect half 


consumed in writing down late items 


into about his time was 


received to send them chasing after 
Now he 


stamps the back order and that auto- 


the original order. simply 
matically catches up with the parent 
order. 

* * * 


Racking Elbows 
Of all the “measley” 


take care of in the stock room, elbows 


things to 


for metallic conduit are perhaps the 
worst. Not so in the basement of the 
American Electrical Supply Co.’s new 
warehouse at 117-123 South Morgan 
street, Chicago. ‘They have hit upon 
a most convenient way of piling them 
in tiers, shown by the accompanying 
photograph, and can put three times 
as many in the same space as when 
they were piled haphazardly. 


ary 


Pa 
A. 


» Vi 














Method of Racking Elbows to Save 
Space. 









| 





Tis Lampis 
the only one 
of tts kind 


| 
Spring 
the 
pressure 
Works 
thin 
lsheet of paper or thick as 4-inch post. 


The base is square and flat. 


steel clamp moves up and down 


;standard. Grips instantly by 
lof fingers. 


| perfectly. 


Entirely new idea. 
Grips anything as as 
A greater variety of uses than any other 
\lamp and its operation is quickest and 
eae 

;easiest. 


Shade, Standard and 
| Clamp are Adjustable 


Stand, hang or clamp the Moon any 
where. Direct the light anywhere. Good 
looking “different.” Its 
appearance attracts immediate attention. 
Sells right off the bat of 
mechanical details and wide usefulness. 


and novel 


because its 


$20 RETAIL 


Quick Profits for 
Dealer at $1.30 


A profitable article for the jobber and easy to 
handle. Each individual 
Twelve cartons to a shipping package 


lamp in an carton. 


Write today for sample shipping package. 


UTENSIL CO. 
Dayton, Ohio 


Manufacturers of Moon Lamps, Moon Loud 
Speakers, Silver Moon Cooking Combinations. 





September, 1923 





THE JOBBER’S 








SALESMAN 












2 





SIX REASONS 





Why 49 Distributors Are Merchandising 
WAHLE LIGHTING FIXTURES 


1 — the 


Supply Jobber carries complete fix- 
ture stocks and can give you 24-hour 


service on 90% of your fixture require- 


ments. 


ECAUSE the 

Recognized 
Electrical Supply. 
Jobber carries the 
stock. You do not 
tie 
ital. All you need 
are LIVE SAM- 
PLES—then 
as you sell. 


up your cap- 


buy 


ECAUSE the 


Supply Jobber maintains a 


room for your use 


tomers. 


and not to your retail trade. 


These “Six Reasons,” 


He sells to you and for you only, 


To Over 5000 Dealers 


Recognized Electrical 


ECAUSE the Recognized Electrical 

4 B Supply Jobbers have accepted the 
Contractor-Dealer as the proper channel 
through which to reach the public with 


Lighting Fixtures for the Home at the 


least cost. 





Recognized Electrical 


6 


show- 


in selling to your cus- 


supply buying. 


5 


ECAUSE the 

Recognized 
Electrical Supply 
Jobber is jealous 
ot his reputation 
for quality stand- 
ards with com- 
petitive prices. 
Hence are 


assured of Quali- 


you 


ty and Price in 
your Lighting 


Fixture buying. 


ECAUSE the Recognized Electrical 
Supply Jobber will 


credit standing when you combine light- 


increase your 


ing fixture purchases with your regular 


which were recently brought before the attention of 


Contractor-Dealers, form the basis of Wahle Residential Lighting Fixtures. 


Study them. 


They are your Best Bet for Profits. 


ALBERT WaAHLE COMPANY 


Incorporated 


224 Fifth Avenue, New York City 
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Is Your Catalog in 
the"Candle Class”? 






























CANDLE was good enough in its day—also 

a permanently bound catalog. But both of 
PARES them have seen their best days—the electric 
light and the loose-leaf catalog have taken 
their places in the quick steps of progress. 









Electrical jobbers and manufacturers everywhere 
are using Heinn-Badger binders by the thousands 
for both salesmen and general trade use. They have 
found the Heinn-Badger loose-leaf system the most 
practical, economical and valuable for issuing a cat- 
alog because— 


Merchandise and prices can be instantly listed, 
changed or removed. 


The catalog is always new and newsy—it gives 
a day-by-day service year-after-year. 


Sheets are in perfect alignment—their insertion 
and removal is done in a jiffy—the appearance of 
your merchandise is attractive and makes possi- 
ble a bigger, steadier sales yield. 


If your catalog is still in the “candle class,” let us 
tell you how you can profitably use the loose-leaf 
system. Write for this information now—it will not 
obligate you in any way. 


The Heinn Company 


Originators of the loose-leaf system of cataloging 


351 Florida St. Milwaukee, Wis. 























Purchases & 
Stocks 




















“T can sell it as fast as you buy it,” 
says C. W. Chapman, city salesman for 
the Western Electric Co., New Orleans, 
on the left. “Well,” replies J. A. What- 
ley stores manager, on the right, “I no- 
tice you don’t have much time left to 
play.” “Ill referee this bout,” says R. A. 
Riley, manager, in the center. 





First a layer of elbows are laid on 
the floor spoon fashion. Then two 
4 in. by % in. boards are laid on top 
lengthwise. Then comes _ another 
layer of elbows facing the opposit: 
way topped by two more boards. The 
pile is continued up in this way, alter- 
nate layers facing in opposite direc 
tions. The boards serve to keep the 
elbows from rolling or tipping and 
also to separate them enough so that 
the thread flanges do not come in con- 
tact with each other and batter th: 
threads. 

Right above each pile of elbows 


| bins are suspended from the ceiling to 




















hold the couplings to go with the 
elbows, in numerical order according 


to size. 
%* * 


Woleben, Becomes P. A. for 
Commercial Electric 
Stanley H. Woleben, a well-known 
figure in the electrical supply business 
in Detroit, has transferred his con- 
nections to the Commercial Electric 


| Supply Co., 132-148 E. Congress 


Street. His position is that of direc- 
tor of purchases. 
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To the Jobbers’ Salesman the 
hard boiled dealer is a pretty 
tough customer. Yet he got 
that way from association with 
salesmen, so it’s about a fifty- 
fifty proposition. 


The hard boiled dealer is the 
backbone of the industry. He’s 
not sentimental and his work 
gets monotonous at times—all 
of which tends to make him set 
in his ways—but he’s regular. 


You may think he is hard to 
sell because he doesn’t jump 
at everything that’s offered. 
You know he’s worth selling, 
because he pays his bills and 
because you can sell him once 
and be through with the job. 
After that it’s just a question 
of making good. 


Tell him only the truth about 
the Bryant Tumbler Switch. 
He is waiting to hear it. You 
will have a lot to talk about 
and he miay soften a bit by the 
time you are through. 






This advertisement appears 

in the September issues of 
Electrical Merchandising 
Electrical Record 
Electrical Retailing 
Journal of Electricity 

National Electragist 


ard Boiled! 




















. Us well kn, 
not 0 
hes true is the statement polar 
* to convey the idea thas all is Pigs.” Ie 
Ow far from h 
much diff the truth! There j 
fazor 2 between the corn ane 1s almost as 
and a pine haw 2 there is betw Porker and the 
Pipe hickey, Cen a fixture hickey 
By the Sam 
ie token “Swi 
ARey may | . » Switches j , 
is often wh, — alike and may cost ch not Switches.” 
Th —— Similarity stops, © same, but that 
¢ Bryant T, 
It has n ‘umbler Switch j : 
it works even It is slangle, en Just & switch. 
Ty time. A little cam in ou to — and 
© mechanism 


forces th 
© cont 
cannot stick, act blades to function. Th 
Ne ey 





“- Superior Ww 


AN ‘iring Device 
—— - fvery Electrical Need’ 
i e ° 


THE BR 
YANT ELE 
CTRIC 
1421 STATE sr, p COMPANY 
on +» BRIDGEP 
342 pen ll CHICAGO _ CONN. 


844 West Adams Sr. SAN FRANCISCO 


149 New Mon an 
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From a Jobber Who Pioneered 
in Radio 
contributes 


G. B. Hill 


esting facts concerning the activities 


some inter- 
of his company, The Doubleday-Hill 
Co. of the 
early days of radio. “Early days” 


Electric Pittsburgh, in 


means as far back as 1912. Anyone 
contrasting radio with “wireless” in 
1912 to 1917 must smile at the mem- 
Wireless 


ply houses at that time were hard to 


ory. “experts” in the sup- 
ect, being generally recruited from 
the schools. 

Quoting 


nication: 


from Mr. Hills’ commu- 
“We opened a radio department in 
1912. 
chases were made from the DeForest, 


W. J. Murdock, Clapp-Eastham, Holt- 
Century 


the summer of Our first pur- 


zer-Cabbot, Thordarson, 


Telephone and other companies. The 
Century company made head _ sets, 
loose couplers and other equipment 
for us with “DHE” imprint. 

“The principal items of equipment 
at that time were transformers, con- 
densers, spark gaps, couplers, detec- 
switches, buzzers, head 


tors, keys, 


sets, hot wire ammeters and wave me- 


The market for this product was 
later 


ters. 
the 
colleges and other institutions main- 
Until 


after the war the average set repre- 


amateur operators, and 


taining experimental stations. 


sented an investment of about $75.00. 
“Our first radio catalog was pub- 
lished in the fall of 1912, since which 
time we have published several others 
as the ‘KQV Broadcaster.’ 
“Early in 1914, we made applica- 
tion for experimental commercial li- 


cense, for the purpose of communi- 
cating with our Washington ware- 


house and with experimental stations. 
About that time we purchased from 
the Marconi Co., a 3 KW, 240 cycle 
motor-generator set, and received a 
unit which had been used on one of 
the ships of the United Fruit Co. At 
that time the Marconi Co., leased its 
equipment to the ships and furnished 
paid operators. 

“We operated this spark set until 
the ban was put on radio transmission 
by the Government at the time this 
country entered the war. During the 
latter part of 1915 we did some ex- 
perimental work with radio telephony. 


“After the ban was lifted, we re- 








sumed radio activities. In September, 
1921, we made application for broad 
‘asting license which was granted in 
January, 1922—call KQV. Our South 
ern warehouse, located in Washington, 
D. C., made application for broad 
casting license on March 18, 1922, 
which was granted on March 26, 1922 
—call WMU. 

“Homer Digby, F. C. Potts and 
Bert Williams, young men in years, 
but old men in radio experience, wer: 
in charge of our radio department and 
activities up to the time this country 
entered the war. Messrs. Digby and 
Williams enlisted, the former seeing 
service in France. 

“F, C. Potts has managed the de- 
partment activities were 


ever since 


resumed, with J. L. Shane assisting 
him, under the supervision of H. EF. 


Mr. 
Johnstone, both 


Tully, general sales manager. 
Potts and Richard 
radio experts, are licensed operators 
and alternate on station KQV, an- 
nouncing and operating the station. 
Miss Frances Weller, a trained mu- 
sician, is the musical director for sta- 
tion KQV. This _ station 
Wednesday 


evenings, and twice daily. 


operates 


Monday, and Friday 











Calvary Episcopal Church, Pittsburgh, 
Pa., first in the world to have its complete 
services broadcasted, received 4,700 con 
tributions from the “unseen radio listen- 
ers” for the erection of a bronze memorial 
tablet commemorating the first radio church 
service. This unique tablet donated by 
the invisible radio congregation, was un- 
veiled during recent church _ services. 
The Rev. Edwin J. van Etten, pastor of 
the church, Bishop Alexander Mann, of 
the Pittsburgh Episcopal diocese and H. 
P. Davis representing Station KDKA of 
the Westinghouse Electric & Manufactur- 
ing Co., which station first broadcasted the 
church services, are in the picture. The 
1,700 people, represented 40 states of the 
Union, five provinces of Canada, Cuba and 
Bermuda and London, England. Even 
sailors from ships sailing the Atlantic 
Ocean contributed to the purchase of the 
tablet. The contributions came in every 
form of legal tender—silver dimes, stamps, 
nickles, pennies and checks. There was a 
surprising number of Canadian dimes. A 
worker in a southern cotton mill sent Dr. 
van Etten two cotton socks with a nickel 
in each toe. A sailor from a boat on the 
Atlantic sent the minister 120 pennies he 
had won playing penny ante. 






September, 1923 THE JOBBER’ s fy SALESMAN 

































at 


QUALITY 








INTRODUCING 


THE HOOSICK LINE OF QUALITY 
RADIO PARTS AT POPULAR PRICES 


1. 


TWENTY-FOUR HOUR SERVICE! iS 


To be successful in the radio business to- Bll 
12) day the electrical supply jobber must be E 
s 





No. 154 Binding Posts (Plain Top—No. 153) 
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| able to offer his retail trade a quality line of 
| { radio parts at popular prices. The radio 
2 consumer demands it. | 
5 Hoosick Radio Parts are designed and ial 
12 made to meet this particular need. They are ; 
1 produced in a plant for many years devoted S| 
(Eto the manufacture of molded insulation 

|E} products and with this experience and plant ® 

ES behind us, we are in a position to offer the : 





IE jobber 24-hour service. You can’t beat Regular V. T. Socket 
| 


that! No. 100—With Laminated 


| eM sq | ; 
RS Radio business showed a decided gain in August, 5] Springs. 
E so get going on Hoosick Radio Parts now. pes | No. 101—Less Laminated 
\ Springs. 


1S Full information and prices on Hoosick Radio | 
IBS Parts may be obtained from our representatives shown | 
| a below. Get in touch with the one nearest to you at p53] 


= | “| 





ES Hoosick Falls Radio Parts Mfg. Co., Inc S| 
E HOOSICK FALLS,N. Y. 
| ( Stackhouse & Allen Co. Carl A. Stone Company Rel| 
1S) 559-61 W. Monroe St., 315 Foxcroft Bidg., = 
ie) Chicago, III. San Francisco, Calif. | 
Ee 538 San Fernando Bidg., 53 
Wood & Lane Co. Los Angeles, Calif. | 
15) 915 Olive St., Portland, Ore. iS 
12>) St. Louis, Mo. 
} , Hartzell Sales Co. | 
IBS Edward J. Beckley 1028 4th Ave., S| 
a=! 11-19 Moore St., Huntington, W. Va. z 
No. 200—2 In | New York City 302 Flat tron Bldg., K 
No. 201—3 In. is Walter |. Ferguson & Co. 623 Victor oid » 
No. 202—4 In. = 7 & ee Philadelphia, a k No. 104—U. V. 199 Socket 
ansas City, Mo. 705 Granite Bldg., SS aes 
Zi Scott Bros., Ltd., Pittsburgh, Pa. k 
332 St. Catherines St., West, 1615 W. Genesse St., \ 
Montreal, Que., Canada Syracuse, N. Y. 
) 
SA AZ MAsrAteAteAte Pe a a a Oa SS 
MATATOTATnATATATAMAmAmAmAL TANAROMAMARARARAL 

















V. T. Octagon Base Socket 


No. 102 No. 151—Switch Lever 





152—Insu!ator 
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NATIONAL RADIO 
TUBE WEEK 


PRIZES DOs0OQ.0 





SEPTEMBER 24 — 
OCTOBER 1, 1923 
TO RADIO 
DEALERS 








For the Best Trimmed Window Featuring 


CUNNINGHAM RADIO TUBES 


We have set aside $5,000.00 in cash for this contest, to be 
divided in the following manner: 
$1,000 First Prize for the Most Effective Window Display 
featuring Cunningham Vacuum Tubes 

750 Second Prize for the second best display 

500 Third Prize for the third best display 

250 Fourth Prize for the fourth best display 

150 Fifth Prize for the fifth best display 

100 Sixth Prize for the sixth best display 

50 Each for the next 45 best displays 
In the event of a tie between two or more contestants, the whole prize 

will be awarded to each. 

This contest is limited to retail dealers during the entire week of 
September 24th to October 1st, inclusive. Jobbers, distribu- 
tors, wholesalers and department stores are not eligible. 


The judging will be done from 8 x 10 inch commercial photo- 
graphs of the dealer’s windows by the following prominent 
men of San Francisco, who are in no way connected with this 
organization: 

R. F. BEAMER 


First Vice Pres. and Sec. Telephone Investment Corporation, 


It Is an Opportunity That Comes But 


In order that you may have every assistance, we have prepared 
some interesting window trim material. We also are backing 
*, this campaign with national advertising in leading 

‘, merchandising publications, and also mentioning the 
‘, contest in our general schedule of trade journals 
and popular magazines as follows: 

Electrical Merchandising Popular Radio 
7 & % Jobber’s Salesman Wireless Age 
tap Se Hardware Age Radio Broadcast 


“%o, *, Electrical Record Popular Science 
i ae . . 
ay Lp ®y Qs T Literary Digest 
7 no , RadioNews American Boy 
“DY Co * Radio Boys Life 
2x . ° 
Cx. Soy Se Popular Mechanics 
ak Scientific American 
“ny, €, ‘x American 
“50 Sy Radio Journal 
| Pn “Us, + 
G"% .) 
L hes ee N 
4 S.. 1 sacs) * 
A, on op 2» % ‘, 


CHAS. T HUTCHINSON 
Vice Pres. and Gen. Mgr. McGraw Hill Company of Calif. 


ROBT. R. YATES 
Vice Pres. and Cashier United Bank & Trust Co. of Calif, 


Photographs must be mailed not later than October 2nd. 
Prizes will be announced to the winners by mail. The Janu- 
ary issue of Electrical Merchandising, Hardware Age, Jobber’s 
Salesman, Electrical Record and American Radio Journal will 
also announce the names of the winners. 

Your own originality in trimming your window in a manner to 
best feature Cunningham Tubes will be the telling factor. 
Every Radio dealer has original ideas and here is an oppor- 
tunity to show the public what a real Radio Dealer’s window 
looks like. 

The people in your city will know about your store and about 
you—the local newspapers will have publicity stories and 
photographs of your store window. 

By winning this prize you not only receive the cash, but your 
name as a live Radio dealer will be broadcasted across the 
country in the leading merchandising publications. 


Once —Grab It While It’s Yours! 


Cunningham Tube Week will be a sales producer for all 
Radio Apparatus as well as for Cunningham Tubes, and 
while the $5,000.00 prize offer is a big part of our program, it 
is only a starter. 

We are fortified to carry on. We have planned months ahead 
—the name Cunningham will be broadcasted across the coun- 
try. It will be used as a “buy” word for Vacuum Tubes. 
Do not pass up this opportunity of winning the biggest part 
of the $5,000.00 in cash prizes. 


AS Keaaasighaus Sew: 


Home Office 
248 First Street 


San Francisco 


154 West Lake Street 
Chicago 
30 Church Street 
New York City 
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New Radio Products, Illustrated 











The “Grebe” broadcast receiver 
embodies seven features and is ex- 
tremely simple in operation. © This 
receiver requires no outdoor antenna 
or loop of any kind; a silk-covered 
wire 20 ft. long supplied with the 
receiver does the work of this de- 
vice and may readily be concealed 
behind the picture moulding or run 
along the baseboard; no storage 
battery with its disagreeable, de- 
structive acid and unsightly exterior 
is required; compartments are pro- 
vided within the attractively finished 
walnut cabinet for all necessary bat- 
teries; a storage battery may be 
used if desired; four different kinds 
of tubes may be used simultaneously 
in this receiver, as special resistance 
units, mounted alongside of the 
rheostat control wheels, cut in the 
desired resistance for use with either 
1'4-volt, 3-volt or 5-volt tubes; one 
may use a 5-volt tube in the radio 
frequency circuit, a 3-volt tube for 
detector and a 16-volt tube in the 
first stage of audio frequency ampli- 
fication, and a 5-volt tube in the 
second stage. This receiver covers all 
broadcasting as its wavelength range 
runs from 200 to 600 meters; a 
tuning dial, graduated in wave- 
lengths, enables one to instantly lo- 
cate the program desired; it is a self- 
contained receiver. It is offered by 
A. H. Grebe & Co., Inc., 70 Van 
Wyck Blvd., Richmond Hill, N. Y. 




















A radio tube, known as the UV-199, 
the first to operate with the filament 
current supplied from the ordinary 
flashlight battery, has been placed on 
the market by the Radio Corp. of 
America, 233 Broadway, New York 
City. The UV-199 operates satis- 
factorily in all circuits which were 


used with the old UV-201 tube. 








An armorclad rheostat made for 
the UV-199 tube is shown herewiti 
It contains a 30-ohm resistance unit 
1% in. in diameter. Invisible panel 
mounting. It is being placed on the 
market by the Martin-Copeland Co., 
Providence, R. I. 








CONDENSER 














A silvered brass dial pointer 
on this dial shield makes contact 
with the back of a “Somerville” or 
other metal dial and eliminates the 
capacity effects. They are lettered 
“variometer,” “condenser,” “coup- 
ling,’ “rheostat” and “potentiom- 
eter,” and match the binding post 
tags, telephone jack tags and other 
exterior fittings for radio outfits, 
manufactured by the Somerville 
Radio Laboratory, 43 Cornhill, Bos- 
ton, Mass. 





and “B” dry batteries and phones. 


ments. It is easy to eliminate interference 


Any vacation outing can be 
greatly enhanced by the magic 
of radio. Lovers of the out- 
doors will appreciate the new 
“Kennedy” portable type 311— 
handy and compact, only 15 in. 
by 7% in. by 7 in. and weighs 
17 lbs. complete with batteries 
and all accessories. When a dry 
cell tube is used, the set is en- 
tirely self-contained, space being 
provided in the cabinet for “A” 


low range is obtained by very simple adjust- 


simple instructions are supplied with 


each receiver. It has a range of.175 to 700 meters and operates efficiently with all 
new standard tubes such as types UV-201A, C-301A, WD-12 and UV-199. The 
Colin B. Kennedy Corp., 6400 Plymouth avenue, St. Louis, Mo., is the manufacturer 


of this device. 








The “Audiophone” manufactured 
by the Bristol Co., Waterbury, 
Conn., is a device for converting 
electrical energy into loud sound, 
and requires about one watt to give 
full volume. ‘To obtain the full 
benefit of the “Audiophone,” the 
radio frequency must be designed 
for a high voltage limited only by 
the kind of vacuum tube used, in 
at least the last stage, or better 
still, with high voltage on all tubes. 
A power amplifier using 100 to 350 
volts on all tubes will give the full 
volume of sound for which the 
‘‘Audiophone” is designed. It is 
simple and rugged in construction 
which insures durability. Every 
detail is complete; no batteries or 
other accessories are required. 'To 
use, it is only necessary to connect 
with the receiving set by means of 
wire leads. It produces a tone of 
large volume which is natural and 
without mechanical distortion. 
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If it’s electrical infor- 


mation you are seeking, 
consult the 


EMF 


FuectricaL YEAR Boox 





It contains over 1000| 
solid pages of practical in- 
formation on every con- 
ceivable electrical subject. 





Every electrical word and 
term is defined. | 


Every electrical product is 
defined and all manufac- 


turers of each listed. 


Over 5000 trade names| 
listed. | 


Details the history and de- 
velopment of the industry 
in all its branches. 


Use the EMF 


You'll Find it Indispensable 





ELECTRICAL TRADE Pus. Co. 


PUBLISHERS 


53 W. JACKSON BLVD. 
CHICAGO 








Radio 








Radio Sales Possibilities Ex- 
emplified by Pennsylvania 
Hotel Installation 

As indicative of the possibilities for 
sales of large installations of radio 
the 
ciated equipment for sound amplifica- 


receiving equipment and asso- 


tion, the Pennsylvania Hotel, which 
is rapidly nearing completion at 39th 


and Chestnut streets, Philadelphia, 
may be cited. This hotel contains 
' about 600 rooms, there being 140 


single rooms and baths and 160 suites, 
ranging from two to six rooms and 
baths, each completely equipped with 
dining room and kitchenette. It is 
the second largest hotel in Philadel- 
phia and said to be the second largest 
hotel of its type in the United States. 
It is to be equipped with a modern 
and comprehensive radio system, to 
be installed by Durham & Co., Inc., 
radio engineers of Philadelphia, using 
Western Electric equipment through- 
out. 

A special radio room has been built 
upon the roof which will be equipped 
with a modern type of receiving ap- 
paratus connected to powerful ampli- 
fiers distributing the received radio 
features from local and distant stat- 
the 
room, ban- 


tions to the main dining room, 
lobby, the lounge, smoking 
quet hall, and grill, separately or to 
any of these locations simultaneously. 
The distributing apparatus consists of 
projectors, or as they are commonly 
known “loud speakers,” of special de- 
sign. 
Another 
particular installation is the paging 


novel feature about this 
system that is to be inter-connected 
with radio equipment for the halls 
and lebbies. For example, the tele- 
phone operator sitting at her switch- 
board can, by plugging in a micro- 
phone, talk to any one or all of the 
output stations and make whatever an- 
In this 


manner the paging of the tenants and 


nouncements she may desire. 


guests is accomplished and announce- 
ments of importance may be made to 
the diners or individuals 
parts of the hotel. 


in various 

No longer will it be necessary for 
diners to sit at their tables after hav- 
ing eaten to enjoy the orchestra music, 
for microphones are to be placed near 
the 


orchestra and music sent along 


wires to the lobbies, and lounges, 
throughout the hotel. Also, the trans- 
mission of lectures or speeches from 
any one of these locations is to be 
re-transmitted to all gathering places 
in the hotel thereby greatly increas- 
the and 
tinctly adding to the speaker’s appeal. 


ing audience present dis- 





Hotel Pennsylvania, Philadelphia. 


At the present time the Ritz Apart- 
ment House at Newark, N. J. 
telephone receivers in every room con- 


has 


nected to a modern and powerful cen- 
tral receiving set, and it is proving 
of very great satisfaction to the ten- 
ants as is evidenced by the decrease 
in elevator operation during the eve- 
ning hours. 

The tendency of the enterprising 
builder and engineer is very rapidly 
approaching the inclusion of the most 
modern devices of this kind in their 
The of 
a mammoth 1adio equipment of proper 


building plans. installation 
design is naturally a problem which 
would be different in each case, and 
which must be solved by sepcialists 
in this newer type of engineering. 
The term “radio engineering” is hard- 
ly an adequate term to cover the prob- 
lems that are involved, and fortunately 
the past experience of our telephone 
engineers in the amplification of sound 
has very materially assisted this new 
art. 

We are so rapidly approaching a 
of cducational 
entertainment that it is quite possible 


universal distribution 
to anticipate in a relatively short span 
of time through the medium of our 
radio and the amplification and dis- 
tribution of sound to vast multitudes, 
a means whereby almost the entire 
country could be talked to and enter- 
tained by one individual located at 
any point in the United States. 
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Branston D. L. Honeycomb 
nductance Coils and Mountings 


Coils Su p- 
ports and 
Mountings 
Licensed un 

der Deforest 
Patents 


| egos Look for 
Size 2 this label 
a ’ 





R- 61 Type, brant” pa 46 $500 R-62 aang “Back ery $600 





mounting 
moun P , 
Sut I ’ Bevel gears provide very smooth operatior 
a tee pe hid eh ec adjus and vernier adjustment Made of Ger 
ment ery neat appearan e made . of uine Bakelite, complete with flexible lea 
Genuine Bakelite, complete with flexible Arrow knobs show position of « $ 


- There will be a Big Demand for 
Branston Honeycomb D. L. 
Coils and Mountings 


We have spared no expense in order to supply the trade with 
the very best Inductance Coils and Mountings. Branston 
Coils are the result of many years’ experience in Coil 
winding. Recent improvements and extensive automat 
winding equipment mean big quantity production of superior 
coils at reduced — Branston D. L. Coils are accepted 
as standard in regard to type of Mounting and in electrical 
units oO: measurement 

Our new geared type Front and Back panel Three-Coil 





Mounting will be popular sellers. All mountings are made 
of Genuine Bakelite. ) 
SALES HELPS - $225 
J , The Branston line is being nationally advertised We supply dealer R-71 Two-coil mounting. 3 
R 73 Th nti e Coil Bakelite $450 Helps, Counter Dis plays, Hook-Up Circulars, Broadsides, ete., etc 
a mounting. —_ il ’ th us I col g seas an yu are assure< verfec . 
9. a 1 the ning season and you are assured of perfect Very neat and capable of smooth opera- 
Neatest three coil mounting on the mar Ri r ? . ‘ * tion. Only two mounting screws required. 
i end nee for ot ates "e List and dise Ss an : , aoe 
ket Made cf Genuine tna aia 1 1 I ir latest Price List and discounts and Complete with flexible leads 


. - important nformation covering other Branston Radio 
complete with flexible leads I . - - Ss . 











Bakelite Coil mounting 
R-75 with screws and washers 50c 


as illustrated. 






Bakelite Coil support 
R- F mounting with clamps for 50c 
fibre strips. 





R- b Single gene a a 90 
py with extension angle 
ackets and flexible C 





leads. 


R-69 ates." ™* “* 90 


Bakelite Coil Mounting 
R-7 with brackets instead of 0c 
screws for mounting. 





CHAS. A. BRANSTON, Inc. 


825 Main Street BUFFALO, N. Y. 


In Canada—Chas. A. Branston, Ltd., Toronto, Ont. 
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New Magnavox Combination Set 


A2-R insures convenient and per- 
fect Radio reproduction. Designed 
especially to meet the requirements 
of receiving sets used in the home. 





No wireless receiving set complete without 


M. agnavox 


Radio 


The Reproducer Supreme 
ITH the addition of the 


new Combination Sets 
(as illustrated) and also the 
new M1 Reproducer (devel- 
oped especially for dry battery 
receiving sets) the Magnavox 
Radio line offers the best op- 
portunity for profit in this field. 


So popular have the original Mag- 
navox Radio instruments proved 
that new models have been called 
for to permit the selection of Mag- 
navox equipment for every type of 
receiving set and forevery condition. 


From the M1 semi-dynamic Mag- 
navox Reproducer operating from 
receiving sets equipped with one or 
more dry cell tubes to the Power 
Reproducing Units (Amplifying Re- 
producers) consisting of a Magna- 
vox electro-dynamic Reproducer 
combined with a Magnavox Power 
Amplifier, there is no requirement 
in the art of radio reproduction 
which is not most successfully met 
by Magnavox apparatus. 


The complete Magnavox line is 
listed on the facing page, together 
with information of great assistance 
to every salesman. Your special at- 
tention is called to the new models, 


M1, Al-R, A2-R and Al. 


The lively interest and wide-spread 
demand for these instruments proves 
conclusively that, in the Radio field, 
Magnavox Products from now on 
will occupy an even more favorable 
position than in previous years. 
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The Magnavox Line 


There is a Magnavox for every 
Receiving Set 


Magnavox Reproducers 


AGNAVOX Radio Reproducers 

R3 and R2 are a universal acces- 

sory for any good receiving set having 
one or more stages of amplification. 

In the reproduction of broadcast pro- 
grams according to the essential stand- 
ards of pitch, quality and volume, the 
Magnavox electro-dynamic Repro 
ducer has never been surpassed. 

The new Magnavox semi-dynamic 
Reproducer M1 is also supreme in its 
particular field. 

R2—Standard Magnavox electro-dynamic Reproducer 
with 18-inch curvex horn, in new acoustic finish. 


Peco memiune 


R3—Standard Magnavox electro-dynamic Reproducer 
with 14-inch curvex horn, in new acoustic finish. 
The most popular and largest selling Reproducer. 


Price ce + Ee ae dee a ee 


M1—New Magnavox Reproducer requires no battery for 
the field and has been developed to meet the require- 
ments of dry battery Receiving Sets. With 14-inch 
curvex horn, in new acoustic finish. Price 35, (0) 


Magnavox Combination Sets 
SINGLE UNITS 

The combination of Magnavox elec- 
tro-dynamic Reproducer and Magna- 
vox audio-frequency Power Amplifier 
in one unit (asillustrated) forms a high- 
ly desirable unit for addition to any 
radio receiving set. 

Five-watt transmitting tubes or any 
type of amplifying tube may be used. 
* Al-R—This new model consists of Magnavox Repro- 
ducer with 14-inch curvex horn and 1-stage Mag- 
navox Power Amplifier, in new acoustic finish. 
Equipped with a modulator to control volume—a 


unique Magnavox feature. 


Be os ee 





‘Magnavox Reproducers and Amplifiers 


SINGLE UNITS—Continued 
A2-R—This new model consists of Magnavox Repro 
ducer with 14-inch curvex horn and 2-stage Mag- 
navox Power Amplifier, in new acoustic finish, as 
Equipped with modulator to contro! 


- . . $85.00 


illustrated. 
volume. Price 
TWO UNITS 

The combination of Magnavox Re- 
producer R2 and Magnavox Power 
Amplifier AC-3-C (listed below) offers 
the very finest results to be had in the 
amplification and reproduction of 
broadcast programs. 

Where the receiving set is of a dry 
battery type, recommend the Magna- 
vox Reproducer M1 and Magnavox 
Power Amplifier AC-2-C. 

Two units consisting of AC-3-C Magnavox Power Am- 
Price $135.00 


Two units consisting of AC-2-C Magnavox Power Am- 


90.00 


plifier and R2 Magnavox Reproducer. 


plifier and R3 Magnavox Reproducer. Price . 


Magnavox Power Amplifiers 


These instruments offer the most 
ideal method for the amplification of 
audio-frequency waves before they are 
reproduced into sound. 

Wherever ordinary audio-frequency 
is replaced with Magnavox Power 
audio-frequency, stations previously 
out of range can be reproduced in ex- 
cellent volume. 

A1—A new model to meet the demand for a 1-stage 
Power Amplifier. Special finish metal case. Con- 
nections efficiently provided for by Bakelite terminal 

RA = 

2) ‘ >0 

AC-2-C—Standard Magnavox Type 2-staze Power Am- 


plifier with Bakelite panel, in highly finished hard- 


55.00 


AC-3-C—Standard Magnavox Type 3-stage Power Am- 
plifier with Bakelite panel, in highly finished hard- 


75.00 
THE MAGNAVOX COMPANY 


OAKLAND, CALIFORNIA 
370 Seventh Avenue, New York 
PERKINS ELECTRIC CoO., LTD., Montreal 
Canadian Distributors 
World pioneers in the development and manufacture of sound 
amplifying apparatus 


board on back. Price 


wood case. Price . 


wood case. Price . 
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Bradleystat 


Business is Booming 


The summer radio slump is over. 


yradlevstat orders are crowding the 


factory again. Popular interest as 
indicated by new inquiries from 
Bradleystat advertising is exceeding 


last vear’s peak by 68%. Dealers 


like the Universal Bradleystat be-| 





cause one rheostat operates all tubes.| 
Stock turnover is facilitated and| 
profits are increased in preportion.| 
Sell your dealers a stock of Univer-| 
Write 


the complete Bradleystat merchandis- 


sal Bradleystats, now. for 


ing story. Window trim, counter 


cards, and display stands are ready 


for live-wire dealers. 





Electric Controlling Apparatus 


492 Clinton Street, Milwaukee, Wis. 


Mail This Coupon, Today 


SBBVeBeeeeeeeBQSBRREE EE EE EERE SE |S BE 





Allen-Bradley Co., 
492 Clinton St., Milwaukee, Wis. 


Send me the Bradleystat Merchandising story 
details about window trims, counter cards 
I want to build 
business with Bradleystats. 


and 


and display stands. a bigger 


Name 


Address 





Radio 


Partial Payment Radio Selling 
Plan 


It will be interesting to watch the 








results of a partial payment plan for 
selling radio put into operation by 


the American Radio and Research 
Corp. This is handled direct through 


the dealer. 

According to the details of the plan 
as announced by H. J. Power, vice- 
president and general manager, the 
small dealer is able to sell radio on 
partial payments without increasing 
his capital a single cent. In other 
words, the small dealer with limited 
capital is placed on the same footing 
with the large jobber. 

One of the main difficulties in the 
past in selling the better radio ap- 
lv high 


paratus has been the relative 


initial cost. How many are able to 
lay down $225.00 for a good set and 
accessories? It was to meet this sit- 
uation that the Amrad partial pay- 
ment plan was prepared. 

Mr. Power has the plan as follows: 


“The list prices of the equipment 











The above trio is responsible for the 


destinies of the Northern Electric Co., 
Ltd., Winnipeg. Left to right: H. B. Mc- 


Farlane, sales manager; M. W. Deering, 
manager; Hl. W. Billing, district mana- 
ger. The last named is a former West- 
inghouse man, having been in Canada 15 
years. M. W. Deering may have a mes- 
sage for us later, being actively identi- 
fied with Winnipeg’s Home Electrical, 
soon to be built. 


| ONE CHARGER 
for Every Radio Battery 


—And, in fact, the only one 
‘needed to keep signals clear 
and strong in any radio set 
which uses storage batteries. 


"That is why the Valley Type 
ABC Battery Charger is easy 
for the dealer to sell to his trade 
and easy for you to sell to deal- 
ers. So pitch in. Tell your 
story, give them your pencil 
and lead them to the dotted line. ° 


The Valley Type ABC Bat- 
tery Charger combines in one 
machine all that is needed to 
icharge :— 


2-volt peanut tube batteries 

6-volt A Batteries 

6 and 12-volt Automcbile Batterics 
1 to 4 B Batteries 


Carefully and painstakingly made of 
good materials. Glass top. Adjustable 
contact. Bakelite panel. Harmonizes 
with any radio receiving set. 


Our Advertising Helps 


We are helping you by an advertising 
campaign to dealers in leading radio 
papers. We have an attractive counter 
card for you to hand to dealers who 
buy from you. 


But, best of all, we have a mighty 
good charger for radio use—one which 
sells. 


Last year the demand for Valley 
Chargers far exceeded our capacity and 
a lot of dealers and consumers were 
disappointed. This year we have in- 
creased our capacity but, frankly, ad-— 
vance orders have convinced us that 
there won't be enough Valley Type ABC 
Chargers to go around. Don't let your 
customers miss out. 


VALLEY ELECTRIC COMPANY 
St. Louis, Mo. 


3157 S. Kingshighway, 
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A Word to You, Jobbers’ Salesmen— 


Your Real Profit 


Lies in Pushing “Eveready” Radio Batteries 


Start with Eveready Batteries. Don’t make them incidental. 
You will have struck the least line of Dealer resistance at once. 


The Dealer may have some slow-moving stock on his shelves— 





o. 766 
ONE OF OUR LEADERS 


The most popular size battery on the 
market. Highly commended by radio 
engineers and experienced operators. 
Large cells insure long life. A special 
Eveready feature is its equipment of 
Fahnestock Spring Clips. Voltage from 
16% to 22% volts in 14% volt steps. 
Price $3.00 at all dealers. 


OTHER “B” BATTERIES 


No. 763. 15 cells of small size enclosed in waterproof 
cardboard box. For use where light weight and small 
space are essential, such as portable Radio Sets. Price 
$1.75 at all dealers. 


No. 767. Contains 30 cells of the same size as No. 766 
Is in reality two 766’s in one box and is recommended 
wherever 45 volts is required. Price $5.50 at all dealers. 


You Can Talk Volumes About 
The New 771, the EVEREADY “THREE” 
Three Cells—Three Terminals—Three Purposes 
Price 70c at all dealers 


cAnd don’t forget the famous 


Eveready Storage “A” Batteries 
for Storage Battery Tubes 
Eveready Dry Cell Radio “A” Batteries 
for Dry Cell Tubes 
Eveready “B” Batteries for all 
Vacuum Tubes 


but not Eveready Radio Batteries. 
They mean quick turnover—twenty- 
four times a year. 


The National Carbon Company, Inc., has 
started a special and costly campaign to aid 
you, the Jobbers’ Salesman. What better 
selling help could anyone want than the 
full-page display advertisements in the 
Saturday Evening Post, the ads in Radio 
Magazines, trade papers and newspapers? 


A yg + 


Look Up the Ads 
and Share the Profits 


y y y 


NATIONAL CARBON COMPANY, Inc. 
Long Island City, N. Y. 
Cleveland 


Atlanta Kansas City San Francisco 


EVEREADY 


Radio Batteries 


—they last longer 


Chicago 
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| Kellogg Ransokquipment | 
— ee ee 


Se ee 





Every Live Radio Dealer 
wants to Display This Sign 


because— 


Guaranteed products of high quality 
move fast, resulting in maximum 
profit and minimum sales expense. 


Kellogg radio equipment stays sold, 
it produces definite results satisfying 
the most particular radio fan. 


The Kellogg Switchboard & Supply 
Company have manufactured high 
grade telephone equipment for over 
twenty-five years and today occupy a 
prominent place among radio manu- 
facturers. 





No. 69A Headset 


Three good reasons why Kellogg 
radio apparatus will increase your busi- 
ness are: 


FIRST—A better grade radio prod- 
uct is being demanded by the radio 
fans in general and Kellogg radio ap- 
paratus fulfills the greatest expectations 
of radio. 


SECOND—In actual service Kellogg 
radio equipment proves that it is un- 
equalled. 


THIRD—Kellogg radio parts are 
handsome in appearance—the result of 
highest grade workmanship. 





No. 605 Variable Condenser 


Do not wait for your dealer to ask 
for Kellogg radio apparatus. Be first 
to suggest a good thing to him. 


Cash in now on the constantly in- 
creasing radio business by stocking 
Kellogg radio apparatus. 


Dealer literature and window dis- 
play cards furnished. 





Write or wire for prices and dis- 


” counts today. 


501 


Variocoupler With 
No. 502 Coil 


KELLOGG SWITCHBOARD & SUPPLY COMPANY 
1066 W. Adams St. 
CHICAGO, ILLINOIS 
KANSAS CITY SAN FRANCISCO 


COLUMBUS PORTLAND 











| is increased 10 per cent to take care 








of the burden of handling and finan- 
cing time sales. The dealer receives 
10 per cent down payment of this sell- 
ing price from the customer, who signs 
a contract to pay the balance in month- 
ly installments over a year. The 
dealer retains the initial down pay- 
ment, and forwards the contract to 
the American Radio and Research 
Corp., who send the dealer cash equal 
to the balance after crediting the 
dealer’s account with the amount of 
his original order with Amrad. A 
small portion is retained against bad 
debts until the dealer has made the 
final collection from the customer. 
words, the value the 
by selling on the 
Amrad partial payment plan is: 
per cent down 
collected from customer. 
Credit for amount equal to the 
dealer’s including cash 


“In other 
dealer receives 


Ten payment 


order, 
payment. 
Check for balance of the face 
value of contract signed by the 
purchaser, sent dealer by Amrad 
less 10 per cent of the face value 
of purchaser’s contract when 
final payment from the dealer’s 
customer has been made.” 
Arrangements for financing Amrad 


sales have been made with the Com- 
| mercial Credit Co. of Baltimore. 














The gentleman on the left is E. J. 
Theobald, president, the one in the center 
with the light suit is E. C. Monheimer, 
salesman, and on the right is J. Jansen, 
vice-president, all of the Theobald-Jansen 
Electric Co., Louisville, Ky. 
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“The Best That Money Can Buy’’ 





**DEVEAU GOLD SEAL” Head-sets are guaranteed 
to be electrically and mechanically perfect, our 
g uarcntee protects every purchaser. 











Units exactly match 
each other in tone, 
each has maximum 
sensitivity and perfec- 
tion of tone quality. 














Magnets are extra-heavy one 
piece units. 















2200 Ohms 


$6" 


3200 Ohms 


$Q 00 





Caps are of genuine 
Bakelite—of scientific 
design and comfortable 
tothe ear; the Bakelite 
never loses its jet black 
lustre. 

















*“‘DEVEAU GOLD SEAL” 
Head-sets are like a piece of 
fine jewelry in appearance, 
but with all the radio 
Niceties that the most ad- 
vanced radio enthusiast can 
desire. 














‘*DEVEAU GOLD SEAL” Head-sets 
are never found in cut-rate market, 

they are only sold to Jobbers who 
appreciate their value. 








Send for New Radio Price-List 


Manufactured by 


STANLEY & PATTERSON 








250 WEST STREET 








New York, N. Y. 
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Estey Heads New Radio 
Company 

e e F. Clifford Estey, president of the 
Sure Profits — uick New England Executive Radio Coun- 
cil, has severed his connection with 
a e 99 | the Clapp, Eastham Co., to become 
president of a new company that will 
Sales —And No Grief supply the trade with a complete as- 
| sortment of moulded parts and a full 
| line of licensed regenerative receiv- 
The F-F Battery Charger—the first ing sets. Mr. Estey is well known 
successful mechanical charger, built in in the radio field, being one of the 
quantity ten years ago, is today | oldest amateurs in the country having 
acknowledged by the public the most | built and operated the station at 


satisfactory charger. You can guar- Salem, Mass., which was one of the 
first successful stations in trans- 


eerie Atlantic work. 

During the past three years, Mr. 
The non-fusible carbon contactors Estey has traveled practically every 
of the F-F cannot BURN or STICK. state in the Union in the interest of 
They permit a high charging current citizen radio and has been instrumen- 
6 he re tal in organizing a great many radio 
( ampere average or hig stiee 

isfactorily obtained by other methods. is ik oueme nt omnis e's 


F. O. B. ClevelandG ' 
radio amateur coupled with his pro- 
fessional experience as sales manager 
owl BATTERY for Amrad and the Clapp, Eastham 
CHARGER Co. places him in an enviable position 


Type 6 charges 6-volt Storage Battery 
to bring out equipment of a type that 


from any 110-volt, 60-cycle lamp socket 





it average rate ol! 6 amperes 


will merit national attention. 


ic dave Gleave chasees. “Gide Mr. Estey is a ‘member of the 
Radio Club of America, the Institute 


CHARGE 96-VOLT B : 

STORAGE BATTERY It is Fool-proof and Shock-proof. Its of Radio Engineers and a director of 
‘ = ae 64. ees c ng "Crs é é ob ( 
simple eee eliminates grief the Radio Trade Association. 
and servicing. There's a type for every 








“B’ Storage Battery Charging Attach- need. 
ment, a simple, clean, inexpensive 


means of converting any F-F Battery 

Charg o a “B” Charge hz = ° . 

meio i yes 8 wana Trade discounts are liberal. The 

charge any 3”’ Storage Battery of 24 

0 96 Volts at any desired rate $2.50 present demand created by extensive 
national advertising and thousands of 
satisfied users brings you Sure Profits 


Also Other Types and Quick Sales. Jobbers receive all 


local dealer inquiries, “Sales Assistants’ ’ 





Details of literature, counter cards and win- 
Complete In dow displays for their trade. 


Bulletin No. 37 


Get Yours Now! Sold Through Jobbers 


Write Today for Proposition 


— TEAR AND MAIL 


prvvne ee to name and address in The France Mfg. Co. 


margin or on letterhead enclosed, Bul- 
10437 Berea Road 


letin No. 37 and other details of your 


proposition Cleveland, Ohio 


Very truly yours, 





[a a This was taken down “New England 
Paci tea Ch way.” Standing on the left is the genial 
atente attery argers James T. Hessel, president of the J. T. 
Hessel Co., New Haven, Conn., and on the 


7 


wows right, clutching his “jimmy pipe,” is E. E 
Hulbert, secretary of the company. 
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Delight Your Customers 


adtowny 


RADIO PHONES 


with the Original 


BALDWIN 
Radio Phones 


and 


Loud Speakers 








ALDWIN Radio Phones and I.oud Speakers are manu- 
factured by Nathaniel Baldwin, Inc., under the personal 
supervision of Nathaniel Baldwin, the inventor. They are su- 
perior to any radio receiver on the market. An exclusive fea- 
ture giving remarkable efficiency is the light weight, supersensi- 
tive and permanently responsive mica diaphragm. Four points 
of magnetic contact are afforded by the circular magnet and two 
U-shaped pole pieces. With the BALDWIN perfect radio re- 
ception is attained where many high priced receivers fail. 


There are inferior radio phones being manufactured and sold bearing 
the name BALDWIN. 


WIN products order from our jobbers in your territory, whose names 


To be certain of obtaining the genuine BALD- 


we will be glad to furnish. 





* .‘¥ a Look for this label bearina 
O'—-— 1 ee ai aa a Oe 
a \ facsimile of mventors siq- 
ad f 
=a, nature On ¢ very box. 





Write for circulars, prices 
and discounts. 





NATHANIEL BALDWIN, Inc. 


3474 South 23rd East Salt Lake City, Utah 


Manufacturers 








NSS ee 
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When You Sell 
Condensers 


The General Radio Co.’s Type 247 
Variable Air Condenser. 


there are just three things that the man 
you sell them to wants to be assured on— 
Efficiency 
Value of Manufacturer's Guarantee 
Appearance and Price. 
Sell your trade General Radio Type 247 
Variable Air Condensers—they score 
100% on all three points. 
For efficiency, check these: 


High grade, hard rubber for the solid dielectric: 
Result, minimum losses and sharper tuning. 


together: Result, 
No short 


Heavy brass plates soldered 
capacity remains constant with age. 
circuiting. 


Special type spring bearings: Result, perfect con- 
tact with rotary plates, uniform tension. 
wide 


Low Zero Capacity, (20 m. m. f.): Result, 


range of wave length available. 


Metal Case grounded to Rotary Plates: Result, 
elimination of most disturbance caused by bring- 
ing hand near condenser. 


Geared Vernier Adjustment: Result, only a single 
setting required for a fine adjustment. Vernier is 
continuous throughout entire condenser range. 
Made in three sizes—250, 500 and 1000 m. m. f. 
Mounted condensers supplied with direct reading 
capacity scale. 


The Manufacturer’s Guarantee to replace any 
General Radio Instrument or Part that is found, 
or which becomes defective, is backed by a con- 
cern which has specialized in the development 
and manufacture of special radio and laboratory 
instruments since 1915, The position of the General 
Radio Co., in its field, is evidenced by the fact 
that it was the first to supply commercially low 
loss condensers and closed core audio frequency 
transformers. 


The finish and appearance of General Radio Type 
247 Condensers is in every way worthy of their 
quality and of the reputation of the firm that 
makes them. Furthermore, scientific manufactur- 
ing methods permit sales prices substantially 
below those of other good quality condensers. 


Prices $3.00 to $8.50. 
F, describing these 


Send for Educational Folder 
condensers 


5749 








GENERAL RADIO CO. 


Manufacturers of Electrical and Radio Laboratory Apparatus. 


Massachusetts Avenue and Windsor Street 


CAMBRIDGE, 


MASSACHUSETTS 














Estimated Radio Business 
Ready for Exploitation 
The National Dry Goods Associa- 
tion estimates the annual volume of 
radio business open for exploitation at 
$70,000,000. It reports that New 
York, Chicago, Philadelphia and 
Pittsburgh department stores alone 
are handling radio equipment at the 
rate of $5,000 to $6,000 weekly each. 


* * * 


Boston Meeting of Credit Men 


of the Foster-Me- 
Donald Co., Boston, headed the com- 
mittee on arrangements which _ pro- 


Almon Foster 


vided every facility for a very enjoy- 
able meeting of the Electrical Credit 
Association, August 9 and 10. This 
was the 25th anniversary meeting. 

New officers elected were: E. W. 
Shepard, Western Electric Co., New 
York City, president; B. P. George, 
Beardslee Chandelier Mfg. Co., Chi- 
cago, vice-president; Frederic P. Vose, 
Chicago, secretary-treasurer; Walter 
S. Vose, Chicago, assistant secretary- 
treasurer. 

The total membership in the five 
710 active members 
and 45 limited members. The total 
number of slow and unsatisfactory ac- 
counts reported to the five associations 
was 229,650. The number of tardy 
customers reported showed an average 
increase of 8 per cent over the preced- 
ing year. 

The next meeting will be held in 


associations is 


Chicago at a time to be announced 





Introducing E. A. Tulis who is the 
fixture department manager for the 
George H. Wahn Co., Boston. If there 
is anything you wish to know sbout 
fixtures E. A. will certainly fix you up. 


~ 
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Frequency T 


Registered Trade Mark 


Tuned Radio 





ransformer 


For use in Standard Radio Frequency Circuits— 


Neutrodyne Circuits—Reflex Circuits. 
any wave length between 200—1000 meters. 








DAY-FAN 
Audio Fre- 
quency 
Transform- 
ers 
Bakelite Vario- 
couplers 
Bakelite Vari- 
ometers 
Vernier 
__densers 4 
5, 10, 20, 30 
Ohm Rheo- 
stats 
Potentiometers 
Knobs and 
Dials 
Wave Length 
Adapters 


Con- 








This Tuned Radio Frequency Transformer, 
like all DAY-FAN Radio Apparatus, was 
created in our own radio research labora- 
tories, bears our trade mark and is guaran- 
teed to give satisfaction. 


We are offering, this year, one of the most 
complete lines of high-grade radio parts on 
the market. 


DAY-FAN Radio Apparatus is distributed 
through recognized jobbing channels only. 


Write for 1923-24 Catalog 


Tunes to 








DAY-FAN 
Complete 
tector 


De- 
Units 
Complete 

Audio Fre- 
quency 
Amplifying 
Units 
Complete 
Radio  Fre- 
quency 
Amplifying 
Units 
Mounted 
Vario -coup- 
lers 
Mounted Vari- 
ometers 





The Dayton Fan & Motor Company 


MOTORS 


DAYTON 


Established 1889 


OHIO 


DAYTON FANS 








THE JOBBER'’SfRJSALES™M 








Selling Light for Two 
Million Stores 


(Continued from Page J?) 
courted. These tests were carried on 
for many nights and the relation of all 
three levels of lighting were obtained 
on terms of number of people stopped. 


At 40 foot-candles 22 per cent more 


people were stopped than at 15 foot- 
candles. At 100 foot-candles 42 per | — 
cent more people were stopped. Light- $5.00 


Peg Oy oe Ee Ta 


oS 


ing costs, including lamps, current and Patent Applied For. 


depreciation on lighting equipment “Honeycomb Tuners” will soon mark the 
difference between the old style short wave 
ae 3 variocoupler-variometer receiving set and 
per hour for the three different light- iis *Gannes tubes Wain ok end Kenia 
ing levels. -For every dollar per hour ment. The chief reason is because of the 
inevitable necessity of changing the wave 
lengths now used for broadcasting due 
from his windows at 15 foot-candles, to the ever increasing interference between 
his hourly window profit is increased stations. When this is done it will be 
: impossible to hear much that is going 
| on with the ordinary set having a wave 
dow illumination to 40 foot-candles, length range of 250 to 500 meters, whereas 
with the “Honeycomb Tuner”’ it is simply 
; necessary to “plug in” larger coils. 
foot-candles. | Furthermore, ‘“Honeycombs” have always 
And the possibilities are not ex- found much iavor with the amateurs and 
: oa are considered the most efficient form of 
hausted at 100 foot-candles. The ini, Chae teilen, qtr wie 
Lindner Company, a big department | | tivity, greater range, no dead end loss, 
and ease of operation are some of their 
outstanding qualifications. 
ing installation of 2000 foot-candle | The WIRELESS ELECTRIC Inside 
intensity. This is half again as bright Mounting makes it possible to use 
“Honeycombs” to the greatest advantage. 
Mounting the coils inside the panel elimi- 
It is used day and night and even nates body effect without the necessity 


“ of shielding, besides adding considerably 
SK radio merchants to the convenience and appearance of the 


everywhere the name 4 } «gf i emma aac haere set. A vernier adjustment is obtained by 
of the fastest -selling head "4 the slow moving cam, allowing positive 
fones and they will tell you | and effective operation. The bearings are 
FROST-FONES. 2 | made adjustable so that any desired ten- 


sion on the dial may be obtained. A 
o6eeS : No other head- al | standard, three-inch, dial may be used. 
SY set enjoys such } The type 2A mounting may be used as 
i a tremendo fy ; ‘ - a single circuit tuner with “tickler” 
us HH | eat while the 3A provides a separate induc- 
| sale all over ii ‘. tively coupled primary coil making what 
| America. Qual- % | | is commonly called a three circuit tuner. 
| ity—price— nN f y ' ae Praag, a are especially Roe 
; . | Fl ee, pted for use in new circuits such as 
| satisfaction — Va} Flewelling, Super Regenerative, Neutrodyne, 
all combine to © Seemeaee~+ 
Sold through Jobbers Only 


produce this \'4 A Send for Circulars 


iablelead- {i ; : : 
aaa | cade Wireless Electric Co. 


=e t | . 204 Stanwix St. Pittsburgh, Pa. 
Your customers know 


FROST-RADIO 


HEN you call on your 
trade and sell them 
Frost-Radio you are selling 
a line all of themknow to be 
the leader in the field. They, 


and their customers, have confi- 
dence in Frost-Radio, whether it 
be Frost-Fones, Plugs, Jacks, Jac- 
Boxes, Extension Cords orTuners, 


=. 


Se ae 


were, respectively, 8, 13 and 18 cents 


SP eas ee 











of net profit resulting to the merchant 


a 


1 
0S ona 


—— 


SS SS 


] by 17 cents net by increasing his win- 
= Fr a 
Q); Built with the same precise care i fa) 
¥}, that typifies all Frost-Radio Pro- Be | 
Q), ducts, and sold ata price which means | |) | 
x) i i G3 
greatest value to buyers, 


== 


— 


or 32 cents net by going on up to 100 


= 


(= 


SE | 


— 
> 


Sa 


store in Cleveland, has a window light- 


Sa Se 


as average daylight. 


a 


a 





> a 


<=, 














A i a ane i Sere ys SS | 
On the left in the light suit is G. F. 
HERBERT H. FROST, inc. || Sehoen and on the right is P. C. Gilham, | 
154 West Lake Street better known to his many friends as 
CHICAGO “Pat” of the Gilham-Schoen Electric Co., 
Atlanta, Ga. Be it understood that this Patent Applied For. 
| is the first time in years “G, F.” has had 
fied VE Me tue J ae tae bo his picture “took.” 








30 Church Street, New York 
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This R L M Label certifies com- 
pliance with specifications of 
the following brands of porce- 
lain enameled reflectors and 
no reflector is an RLM with- 


out it. 
Abolite Benjamin 
Cutter Ivanhoe 
Maxolite Wheeler 
Overbagh & Ayres 


Quadrangle 


*Buy and Sell 


on Tests 





That's the job of the Electrical Testing 
Laboratories—helping you to keep 
products of a high standard of quality 
and utility in your catalog. 

The majority of the manufacturers of 
industrial and commercial lighting 
equipment advertising in this issue of 
The Jobber’s Salesman use E. T. L. 
tests to supplement their own investi- 
gations. E. T. L. tests are made for 
one or more of the following purposes: 


1. To check the quality or perform- 
ance of a new product before 
marketing it. 


2. To determine whether quality of 
a standard product has changed. 


3. To prove quality in selling. 


An unbiased test report means full un- 
derstanding between Manufacturer, 


Jobber, Dealer and Ultimate Con- 


sumer—and what more is needed for 
satisfactory business dealings?* 


acorn (ee 
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Remember 
These Sales Points 


The outstanding point of Shelton 


superiority is the high quality of 
construction, materials, utility and 


design and the low purchase price. 


Shelton Vibrators light 


weight yet are intended and used 


are in 


for the hardest and most constant 
service. 


The complete line of Shelton ma- 
chines have a wide range of control 
varying from a mild vibration for 
the face and scalp to a heavy vi- 
bration needed for body applica- 


tion. 


These are but a few points to re- 


member on Shelton superiority. 


Ask for our catalog. 


You Can’t Overstock 


We Take Care Of That Score. 
For 


country is partial to Shelton vibrators 
and you have a stock of Shelton Violet 
Ray machines that isn’t moving to your 


instance, if your section of the 


satisfaction, we will gladly replace them 
without charge with the vibrators; or 
vibrators, if you have an overstock, will 
be replaced by violet ray machines. 


Write for details of this plan of inter- 
changing stocks of Shelton vibrators and 
violet ray machines. 


SHELTON 


ELectric CoMPANY 
16 E. 42nd Street NEW YORK 
30 E. Randolph Street CHICAGO 








Factory Lighting 
Opportunity 


(Continued from Page 14) 


Paving the Way With Advertising 

In going out after factory lighting 
business, first make up your mind 
whom you are going to work upon. 
Be definite, don’t leave it to chance, 
don’t play a hit or miss game. Call 
your shot—pick your prospects. Some 
are plants you regularly call upon for 
sales of other items. Some may be 
plants in your territory on which you 
have never called, but which occur to 
you as being worth a whirl. There’s 
no need to make up a list as long as 
your arm—just jot down enough to 
cover a part of the day’s work for a 
period of say three weeks. Then get 
the house to send some letters and 
printed matter on factory lighting 
during this period. Excellent mail 
campaigns along this line have been 
worked out by the lighting manufac- 
turers and they will gladly supply it 
to your house. You will find that this 
advertising material does truly help 
you to sell—it “softens up” the fac- 
tory manager. Dry prunes are not 
particularly palatable but after soak- 
ing and cooking they are found appe- 
tizing by our best families. And 
when you have exhausted your first 
small list of prospects and have seen 
the results in your order book you'll 
be eager to do it all again with an- 
other set of prospects. 


Getting the Dealer Into Line 


Whatever has been said here about 











ES 


is a good) likeness of W. H. 


This 
Merrill, president of the Merrill Electric 
| Co., Worcester, Mass. 











We Help You Sell 


ANHOE specializes in no 

particular “system” of 
commercial lighting, but rec- 
ommends whatever unit is 
best for the job. We have 
available for distributors and 
their salesmen an imposing 
list of selling helps that create 
immediate consumer acceptance, 
whether the “consumer” be 
dealer or ultimate user. 


IVANHOE-REGENT WORKS 
of General Electric Company 
Cleveland Ohio 


IVANHO 


GLASS SHADES ~STEEL REFLECTORS 
‘*A General Electric Product’’ 











The Fastest Selling 
Switch - Box 
Support 


PATENTED 






End view of bar show- 







ing slot to receive 
lath holder and box 
j tongue. 
! Lath holder. Ends slip 





into slots in bar. 


The Kruse! 


A package product in 18 inch lengths 
that over 300 jobbers re-order regu: 
larly. 

Soft metal, easily snipped. Lath 
ends enter holder easily without whit- 
tling. Short pieces can be used with- 
out waste. Saves hours of time, both 
yours and your contractor’s. 


Mid-West 
Metal Products Co. 


Muncie Indiana 
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going after and getting factory light- 
ing business applies just as reason- 
ably to the dealer as to the jobber’s 
salesman. Some of this business you 
will want to get yourself but you are 
missing your best bet if you do not 
inspire your dealers to go after it too. 
If you can have ten or a dozen men 
plugging at this game for you, how 
much better that is for you and for 
the house than trying to do it all your- 
self. And if you get the dealer to do 
it and it makes a profit for him you 
have cemented him to you with a 
strong, new good will—you have put 
him in a position of looking to you 
confidently for further selling ideas 
and assistance which he can get from 
no other source. 

But getting the dealer to get out and 
sell is no easy thing. Sticking behind 
the counter is the best thing many of * °,° 
them do and it takes a mental earth- “Circle T’s” Latest Addition 
quake to break this habit of a life- 
time—to make them see the profit in A New Type 66 A” 
leaving for a time the sacred ground ‘4 t 
of their stores to seek new business Safety Motor Starting Switch 
outside. Ease it to the dealer softly. e is 
Ask him, perhaps, to call on only five That ’s Already Taxing Production! 
plants as a starter. Help him to pick 
them and to pave the way by adver- Here's a new motor starting switch that’s proving a wonder— 


tising. See that he is armed to sell a wonderful switch on the job and a selling wonder. 
and has the right sales slant. The 





Meets with instant favor—here’s why: 





Reasonably priced, 

Takes care of overload, 

Has under voltage release protection against single phase 
operation, 

No renewals, 

No fuses to replace, 

No links to put in, 


No oil to run dry, 


Relays for motor are a unit working automatically to- 
gether. 


Illustrated are these 12 points of construction:— 


(1) Undervoltage release coil. (2) Overload relays. (3) Snufarcs on 
440, 550 V. A. C. (4) “Locking Off’’ Shelf. (5) Button hole for fast- 
ening screws. (6) Large variety and sizes of knockouts. (7) Ample 
wiring room. (8) Opening spring. (9) Adjustable spring anchor. (10) 
Interlocking catch. (11) Quick break springs. (12) Entire switch easily 
removed from box. 


Orders for You! 


Right here in this new Type “‘A”’ Safety Motor Starting Switch 
is a potential sales record for you, too. Here's a real honest-to- 
goodness motor starting switch. 


You can sell it, easily and in volume. Ask your sales man- 
ager for further details. 


TRUMBULL ELECTRIC MANUFACTURING CO. 








From the looks of the “Stogie” in this 


man’s hand you might think this was Plainville, Conn. 
i taken in Pittsburgh, but such is not the New York Chicago Philadelphia rn 
case, as it was taken in Atlanta, and 114 Liberty St. 2001 W. Pershing Rd. Boston 595 Mission St. 





shows §S. H. Stark recently appointed gen- 
eral sales manager of the Fulton Electric | 
Supply Co., Atlanta, Ga. 


THE INDUSTRIAL STANDARD FOR MORE THAN 20 YEARS 
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“ALPHADUCT” 


Non-Metallic Flexible Conduit 












ITS CONSTRUCTION 







Inner Lining of Canvas. Glue sized and soapstoned. 








Water-proof Coating. 






Hard Fibre Cord. 







All interstices filled with special waterproof compound. 








Outer Jacket. 























Fire resisting. 
Outer Coating. 


FINISHED CONDUIT 


Examined and labeled under the direction of the Underwriters Laboratories. 


The Reason Why 


ALPHADUCT under severest service conditions resists 
the action of grease, oil and moisture, is by reason of its 
layer of heavily glued cotton duck characteristic and ex- 
clusive to this type of conduit, and no other type of Non- 
Metallic Flexible Conduit possesses that property equal to 


ALPHADUCT. 


The illustration below shows how Alphaduct can be cut 
with a moistened knife without ravellings or separations 
leaving a smooth, firm edge; thus rendering neat and se- 
cure connections. 





Made in 12 sizes from 7 /32 to 2'% inch diameter. 


This is the first of a series of messages 
to jobbers and jobbers salesmen from the 


ALPHADUCT CO. 


136 Cator Ave. Jersey City, N. J. 








chances are mighty good that he will 
sell at least one of the five prospects 
and then you will not have to urge him 
any further, he’ll go on his own power 
from there on. 

There is a wonderfully good market 
for factory lighting here and now, but 
it is like every other market in that 
there are right and wrong ways of 
selling. The right way is usually 
easier and puts a heap more nickels 
in your pocket. 





The Old Order Changeth 


(Continued from Page 22) 


personal friendship—thereby doing 
both him and myself a good turn.” 

“I believe it,” said Sid, “That's 
darn good sales generalship and | 
know I can sell it to my S. M. I'll 
either sell it to him or chuck the job 
higher than a headache in a giraffe!” 

Laughing, they went out and it was 
a month later when Jack met Sid in 
Bimsburg and hailed him with, 
“Well old socks, I see you ditched 
your samples.” 

“Not all of them, thanks to you,” 
Sid replied, “But the one I carry is 
smaller than your Hot Spot. “Look!” 
and he pulled a new-fangled radio 
tube out of his coat pocket and held 
it aloft. 




















Harvey Ball may have been telling 
Fred Block how to block the ball. But 
this was a ball game between the married 
men and the free lancers of the Pacific 
States Electric Co. at Seattle. Fred 
puffs his Camel unconcernedly, while Har- 
vey stands to the left with a “Whatinell 
are you doing” expression on his face. 
Both are salesmen with Pacific States 
' Electric Co. at Seattle. 





























September, 1923 THE JOBBER’SM|SALESMAN 












(SS a Pia a 








Space Reservations are Now 
Being Accepted for the 


Third Edition 


EMF Electrical Year Book 
1924 


ITH the unqualified acceptance of the 
“EMF” as the authoritative buyers 
guide by over 8,500 of the leading pur- 

chasers of electrical products of all kinds, this 
medium becomes of dominating importance to 
all electrical manufacturers. 


The completely revised and enlarged third 
edition will be ready in February, 1924. Now 
is the time to plan for adequate representation. 


We have a very interesting story to tell about 
the “‘“EMF”; how and when it is used and how 
it 1s serving its advertisers. We will welcome the 
opportunity to present these facts to any man- 
ufacturer interested in economical advertising. 


ELECTRICAL TRADE PUBLISHING CO. 
53 W. Jackson Blvd. Chicago, Il. 


Cleveland New York City Boston Los Angeles 
603 Marshall Bldg. 280 Madison Ave. 368 Riverwa y 426 Byrne Bldg. 
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No. 


CLEVELAND, 










OU 


salesmen 
business is 
when you’ve covered 


before train time, 
with Sterling Pocket 


ers, hardware dealers, 


companies and others. 


pocket meters. 


4MMETERS 


No. 24 Ammeter, 0-35 amperes, 1 amp. divisions. LAist 
price $1.00 

No. 25 Ammeter, 0-60 amperes, 2 amp. divisions. List 
price $2.25 

VOLTMETERS 

No, 33 0-3 volts (1/10 v. div.) List price $1.25 

No. 34 0-8 volts (1/5 v. div.) List price $1.25 

No. 34A 06-16 volts (% _ vy. div.) List price $1.75 

No. 34B 0-30 volts (1 v. div.) List price $2.25 

No. 34C 0-50 volts (1 v. div.) List price $2.75 


VOLTAMMETERS 


» 44 0-30 es 0-8 volts (1 amp. and % v. div.) 
List price $1.5 


441A 0- - amperes, 0-16 volts (1 amp. and ¥% v. 
div.) List price $2.00 


THE STERLING MFG. CO. 


2831-53 Prospect Ave. 





who call on electrical 
dealers appreciate what it means to 
be able to sell other merchants whose 
worth cultivating. 
your regular calls 
and an hour or two is to be idled away 
you can make good 
because 
they are sold or used by electrical deal- 
auto accessory 
dealers, garages, radio houses, telephone 


Meters 


“Sterling” is a by-word for accuracy 
and dependability when you mention 
They sell—and re-sell. 





{2 POINT ROTARY SWITCH 
Eliminates unsightly front of 
board contact points, providing a 
complete unit for rear of panel 
mounting, to which variocoupler 
taps may be easily soldered. Knob 
and dial mounted on adjustable 
shaft held by set screw for any 
thickness of panel up to % inch. 
List price $1.50 


Also 
OTHER STERLING RADIO 
DE S 


v7 tx 

Filament Rheostat 
The unusually large number of 
turns gives a fine regulation of 
current. It will not heat up. Ad- 
justable to either panel or table 
mounting by mere loosening of set 
screw. 


0-4 ohms, List price $1.00 
0-30 ohms. List price 1.25 
0-50 ohms Tist nriee 79 





















Often 


















OHIO 












OTHER STERLING 
RADIO DEVICES 
Portable Rectifiers 
Filament Meters 
Audio and Radio Frequency 
Amplifying Transformers 


















































Something to Help Your 
Dealers 


(Continued from Page 10) 


one who isn’t actually incarcerated in 
a booby-hatch can understand them— 
so easy that anyone who is less than 
100 per cent infected with hook- 
worm will have the energy to use 
them—so success-insured that anyone 
who hasn’t been tagged by a 13-de- 
gree jinx can make a go of them. 
That’s what you want. And that 
is what you now have. 
Viz:— 
* 


* * 





In this issue of THe Jopper’s Saves- 
MAN is section, or Part II, entitled 
“Sales Ideas’. 

The purpose of this section is 
to supply you, Mr. Jobber’s Sales- 
man, in compact, easy-to-use form. 
with a simple defiinite something for 
your dealers to do to get more sales. 

Most sales plans for dealers are 
too elaborate. The section is simple. 

Most sales plans for dealers require 
much work. The section is as 
nearly automatic as any selling ac- 
tivity can be. 

Most sales plans for dealers require 
much _ preparation. The _ section 
requires no more preparation than 
wiping off your chin and tightening 
your belt. 

Most sales plans for dealers are 
predicated upon the assumption that 
the dealer is 100 per cent interested 
in one single item of merchandise. 


The section recognizes that every 


dealer has a wide variety of mer- 
chandise and that he’s got to boost 


"em all. 
* * x 


The above is not apple-sauce. It 
is just a plain statement of what 
we're giving to you, Mr. Jobbers 
Salesman, as practical equipment for 
aiding you in one of the hardest and 
most necessary jobs you've got to do. 

For it is a fact that the jobbers, as 
an industry, must hereafter sell 
through the trade rather than to the 
trade. 

Putting stuff on the dealer's 
shelves, and stacking it up in his 
ware-rooms, and scattering it about 
his counters and floor-space and win- 
dows, is a fairly simple matter. 
You’ve already done too much of it. 

Now whadaya going to do? 

Just this:—You’re going to help 
him sell. 
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Just to show you how this selling 
idea works: 

A couple of months ago a salesman 
for a hardware jobber decided to do 
something practical for his trade. He 
didn’t evolve an elaborate “cam- 
paign,” nor organize a selling scheme 
that required a crew of salesmen or 
full-page spreads in the newspapers. 
He took a simple, little one-man 
hunch; thus:— 

He induced Mr. Dealer to keep two 
or three boxes of patent saw-toothed 
bread knives in handy places in the 
store. Every man or woman who 
came in and bought anything was 
shown one of these 35-cent knives 
and asked to buy. And folks bought 
so many of the dum things that the 
jobber had to go to all the trouble of 
re-ordering from the manufacturer. 
Eighteen gross of patent bread- 
knives were disposed of by this one 
salesman’s dealers in a single month 
—that’s 2,592 knives at 35 cents— 
$907.20 worth of business at retail 
just by keeping ’em handy and so- 
liciting sales. 

Next time over the territory, this 
young man got the dealers to take 
up and push a somewhat bigger item, 
and added a couple of thousand dol- 
lars to his’ sales thereby. 


That’s exactly what you can do | 


with “Sales Ideas.” You can find 
some simple little trick that and dum 
dumbell can put into operation. You 
can induce him to start. And next 
month he will tell you how come he 
thought of this brilliant hunch which 
kept the old cash register jingling. 
Then feed him a new idea—and 
watch him grow! 

“Sales Ideas” in Tue Jopser’s 
SALESMAN is offered in shape for your 
trade to use as is. Some salesmen 
will use it as a tract to spread the 
gospel of getting busy. Some will 
just cull out two or thrée good 
hunches, and wind ’em up and start 
‘em going in the store of every 


dealer they call on. 
a 


Jobber Organizes Central Sta- 
tion Department 

An advanced move on the part of 
the George H. Wahn Co., 69 High 
street, Boston, is the organization of 
a central station department, in 
charge of H. E. Stockwell. For the 
past four years, Mr. Stockwell has 
been in the employ of the company 
on general supply sales work, travel- 
ing in northern New England. 








YOUR PROSPECTIVE 
CUSTOMERS KNOW 


DUNCAN 
Watthour Meters 


If not from personal contact they are known 
at least by reputation for Duncan meters have 
been faithfully serving the Central Station 
industry for over twenty years. 


It is a remarkable fact that many of the earli- 
est type meters manufactured are still in use 
giving satisfactory service. 


Duncan meters have forged their way to 
the front strictly on their merits. This means 
that once a customer starts using them he is 
an enthusiastic Duncan Booster. 


What does this mean to you and your 
house? 


PUSH THE DUNCAN LINE. 


DUNCAN ELECTRIC MFG. CO. 
Lafayette, Ind. 
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C. B. Hawley 
(Continued from Page 21) 


quarters. In 1915 the company 
bought out the Bertram Motor Supply 
Co. and added the auto accessory busi- 
ness to its electrical business. Larger 
quarters were needed at once and the 
company again moved, this time to its 
present location. But the business 
continued to develop so rapidly that 
an addition was necessary and this 
was erected in 1918. In the same 
year a warehouse was erected in 
Pocatello, Idaho, to take care of the 
expanding business in this territory. 
Today the Inter-Mountain Electric 
Co., is recognized as one of the largest 
jobbing houses in the Rocky Mountain 
States. It has a capitalization of 
$800,000 and does an annual business 
of upwards of $1,000,000. Since 1906 
Mr. Hawley has been the active head 
of the company and upon his shoulders 
has rested the burden of carrying for- 
ward the business to its present com- 
manding position in the industry. 
During this entire period of de- 
veloping his own business he has not 
lost sight of the fact that a man owes 
a civic duty to the upbuilding of his 
community and has given generously 
of his time and his ability to 
furthering the interests of Salt Lake 
City and Utah. In 1920-’21 he 
served as president of the Chamber of 
Commerce of Salt Lake City. Dur- 
ing his administration the financial 
condition improved 25 percent and 
the organization became one of the 
outstanding factors in the State of 
Utah. From an official of the Cham- 
ber of Commerce it was learned how 
Mr. Hawley had been instrumental in 
locating and constructing one of the 
transcontinental air fields at Salt 
Lake; how he brought about greater 
cooperation between the city, state and 
federal officials; how he had been in- 
strumental in forming plans for rais- 
ing funds to advertise the city and 
state, and that $80,000 has been raised 
for that purpose since he took it up. 
It was also learned that it was 
through him that the Chamber of 
Commerce came to the aid of the state 
when it needed $15,000 to survey the 
Green River project for power and 
is now chairman of 






























irrigation. He 






Committee of the Chamber 
of Commerce. The day before he 
was interviewed he had just returned 
(Turn to Page 109) 


Finance 








| 


| 
| 











the State Park Committee and of the | 








Aibther Velen Product 


A New Pin Type 
Flush Receptacle 
No. 104 


Another new Vulcan product—a flush receptacle 
superior in quality and workmanship.  Ter- 
minals are of extra heavy brass with long screws 
for wiring. Contacts are of spring phosphorous 
bronze and insure a perfect contact. 


The main feature of this receptacle is the ear 
which is made of extra heavy brass and can be 
inserted in the loom box by putting the screws 
in the box first and placing the receptacle in 
afterwards. 


A great timé saver for the electrician—a money 
maker for the jobber and his salesmen. 


Flush Receptacle 
No. 1708 


Constructed of the finest materials and has extra heavy terminals. 
The ears are the same as in the pin type receptacle. 


Cleat Receptacle 
No. 50715 


A high grade cleat receptacle with heavy screws—carefully con- 
structed throughout. 


Cut Out Block 


No. 1935 


The cut out block has extra heavy terminals and screws. 
grade cut out block well made and easy to sell. 


A high 


Vulcan Products are the jobbers’ ‘“‘best bet’’— 
quality products with a reputation. Talk them to 
your trade. Samples on request. 


The Vulcan Electric Mfg. Co. 


36 W. State St. Akron, Ohio 
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ELECTRIC SUCTION 


EANER 


RSTAREX 


HOME DOUBLE ROLL 


IRONER 


RoTAREX 


ELECTRIC 


Kook Rite 
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A Remarkable 
New Washing Principle 


HE most important discovery in the 

whole history of laundering is the 

new and different washing principle 
of the ROTAREX Washer, with its new 
type cylinder that washes without wear. 
With its radically different washing 
principle the ROTAREX combines () 
the suction action of vacuum washers; 
(2) the effect of the rocker motion that 
prevents winding of the clothes, and (3) 
the alternate lifting and dousing that 
reproduces the hand method of washing 
without rubbing recommended by all 
makers of fine fabrics. 


In the continuous sheet of aluminum 
that forms the walls of the new type 
ROTAREX cylinder (patent applied for) 
there are no perforations for the clothes 
to scrape over. Instead, they glide with- 


out friction or wear over a glassy, un- 
punctured surface. The surging, cleans- 
ing suds are suctioned into the self- 
reversing, revolving cylinder or drum 
through hundreds of holes in its two 
ends, or heads. 


By the old methods of washing, dirt 
washed out of soiled clothes is washed 
right back into them. For clean suds 
stay clean for only two minutes after 
coming into contact with dirty towels 
and clothing. 


The new ROTAREX washing principle 
segregates the dirt and grime so that it 
floats around behind the cylinder and 
only clean water, drawn in from below 
the surface through the holes in the 
cylinder ends, is used for the entire 
washing operation. 


We have a wonderful re-sale guarantee plan for the foremost retail merchant 

in each community who can qualify to handle the only full line of major 

electrical housekeeping appliances manufactured complete by one company. 
Write us for full information at once. 


THE APEX ELECTRICAL DISTRIBUTING COMPANY 


1061 EAST 152nd STREET 


CLEVELAND, OHIO 


Factories at Cleveland, O., Muncie, Ind., and Toronto, Can, 
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MEMBER MANUFACTURERS 
OF 
RADIO DIV. ELECTRIC SUPPLIES 





THIS IS A PARTIAL LIST OF 
JOBBERS 


Handling Se-Ar-De Products. Is Your Com- 
pany Getting Its Share of the Business That 
Our Advertising, High Quality and Sales 
Policy Is Building Up? 





Pettingell-Andrews Co Boston, Mass. 
Wetmore Savage Co Boston, Mass. 
Robertson Cataract Elec. Co Buffalo, N. Y. 


Catalogue No. 165 $13.00 Ludwig Hommel Co Pittsburgh, Pa. 
Erner Hopkins Co Columbus, Ohio 


SE-AR-DE RADIOMETER Stanley & Patterson Co New York, N. Y. 
WITH B. W. INDUCTANCE gee Andee & Gane Milwaukee, Wis. 


Northwestern Elec. Equip. Co.................. St. Paul, Minn. 
This cut shows one of our prod- Woodhouse Elec. Co Norfolk, Va. 
Revere Elec. Co Chicago, Ill. 


ucts that has had an unusual Central States Elec. Co Kansas City, Mo. 


sale. When the dealer talks Union Elec. Supply Co Providence, R. I. 
; ° ° , Commercial Elec. Supply Co Detroit, Mich. 
about efficiency tell him this ar W. G. Nagel Elec. Co Toledc, Ohio 


ticle is at least 15% more efh- 
cient than any similar article. Why Don't You Help Your House to Cash 
Yes, you can prove it (we have In On This Superior Line? 

data on tests made at CRUFTS Let Us Tell You More About It. 
LAB. and MASS. INSTITUTE What Do You Say? 

OF TECHNOLOGY). 


You no doubt have had calls for our parts at various times, surely 
you want to build up your sales. 














We issue a very interesting and attractive catalogue which we will 
be pleased to send to you. Ask your boss to write for one with 
jobbers’ discount. 


R. MITCHELL & CO. 


255 Atlantic Ave. Boston, Mass. 


For 47 years Manufacturers of Scientific and other equipment 
Look for trade mark on every piece 
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Externally operated set screw per- 
mits adjusting the lamp filament 
center to the exact focal center of 











VF 
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Offering an Unusual Opportunity for Jobbers 


A Pendant Fixture for commercial lighting 
with an external lamp adjusting feature which 
will meet an instantaneous, open-armed wel- 
come from your trade. 


This new product, by the simple turning of 
a setscrew outside the Fixture lowers or raises 
the lamp as the case requires, and places the 
filament center of the lamp in the exact focal 
center of the lighting unit. 


This quick external adjustment produces 
the maximum lighting efficiency for the lamp 
wattage used, regardless of the size or shape 
of the unit or the type of lamp. 


ee Oo] 
MILWAUKEE 


oe 
Pe reccsesceceseee?* 





The “Focalite” Pendant is furnished in three 
standard finishes,—Statuary Bronze, Brush 
Brass, or Mobrico. Packed individually, in 
small, neat cartons,—ideal for the Jobber’s 
Stock-room. 


Of Special Interest to Jobbers: 
To quickly introduce the Moe-Bridges 
“Focalite” to the trade, a thorough advertising 

and sales campaign has been inaugurated. 


Take advantage of this publicity by writing 
at once for our special Jobber proposition. 
Quick action will increase your sales and net 
profits for 1923. 


ele 
> > ¢ 


- 



























108 THE JOBBER’Sff]|SALESMAN 


buy_an average of IO barrels 


\ 85,000 Barrels - 


\ Business the Jobber 
\ Care Get 
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BthroughYou ~~ § Every telephone co. gets it 
- oe posted-wrt ' 3 
es jOt Your copy oj § 
A fhis Broader. B 






Think what this guarantee means! Think what a cell that 
will support such a guarantee means to the telephone com- 
panies in terms of reduced service cost! Think what it 
means to you as a selling asset! The ‘‘Victor’’ absolutely 
justifies its guarantee and we are within properly conserv- 
ative limits in so offering it—in guaranteeing it for a serv- 
ice life that, according to all records of other dry cells, is 
startling. 

















We want you to ke fully posted on what we are offering 
our mutual customers. The broadside, “Why We Can 
Afford to Make the Guarantee,” should be in your hands 
also. Don’t fail to write for a copy. 


fe oe ‘a 


LANCASTER, Ono 
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from a trip to the Southern part of 
the state with the governor and a 


party of Union Pacific railroad offi- | 


cials to inspect a hotel on the rim 


of Bryce Canyon, a scenic wonder of 


the state which is just begining to be 
known. 


It is said that by a man’s activities | 


we know him, but this in itself does 
not give a complete picture of any 
man. Other things are needed, as for 
instance his contact with other men— 
friends, associates, employer, em- 
ployes, ete. It is interesting there- 
fore to present a word or two on Mr. 
Hawley’s contact with his employes. 


At all times they have free access to 
his office and high or low all are re- 
ceived with the same courtesy. He is 
the soul of fairness with all and sym- 
pathetic in their time of need. But 
with all that he is firm. 
his employes to be successful. 


He wants 


are frowned upon and if an employe 
has erred or is at fault he gets the 
“razzberry” in a strenuous but digni- 
fied way. At no time does Mr. Haw- 
ley become ruffled. Nevertheless he 


Alibis | 


is a fighter and permits no one to take | 


advantage of him. He will give the 
other fellow an advantage but only to 
a certain point and then he fights— 
with a smile on his face, the most 
dangerous opponent for anyone to 
face. 

In keeping appointments he is al- 
ways punctual and expects the other 
fellow to be on time also. 
ing is scheduled for three o’clock for 
instance he will be there at three. 
But at 3:05 he is gone if the other 
party has not put in an appearance. 

Mr. Hawley has always been active 
in the affairs of the Electrical Supply 
Jobbers Association. When the Salt 
Lake jobbers were a part of the 
Central Division he was a regular at- 
tendant at the meetings and a regular 
worker. But because of the great dis- 
tance to be traveled to attend these 
meetings he advocated and was re- 
sponsible for the Salt Lake members 
becoming a part of the Pacific Coast 


If a meet- | 





Division. 

He is a member of the Alta Club, 
University Club, Country Club, 
Bonneville Club, New State Gun Club, 
Timpanogas Rod Club, all of Salt 
Lake City. 


for public office at various times and 


He has been mentioned 


in 1921 was urged to run for mavor of 
the city but refused to enter politics. 
He lives a quiet home life; is martied 
and has two children. 





SELL CROWN LAMP COLORING 


For Commercial Lighting Purposes 


WILL NOT FADE 





For a long time the electrical 
trade has been seeking a lamp col- 


oring that will not fade. At last— 
it is obtainable in Crown Lamp 
Coloring. 


When thinking, talking or selling 
commercial lighting, always include 
Crown Lamp Coloring in your 
plans. Color plays an important 
part in commercial lighting today. 


Crown Lamp Coloring comes in 
over-sized cans so that the bulb can 
be dipped directly in the can. A 
handy article. In a large assort- 
ment of colors. And it’s guaran- 
teed ! 


If you haven’t asked your sales manager to 
write for particulars and prices—do it now. 


Crown Coloring & Chemical Co. 
327 Columbus Ave., New York City 


Middle West Representative 
American Manufacturers’ Agency 
208 N. Wells St., Chicago, Ill. 











Circle (S) Meter Switches 








TRADE 


MARK 
( Reg. U. S. Patent Office) 





Approved and Adopted by the Leading Power 


Companies. 


Made in All Sizes and Types. 


DESCRIPTIVE. MATTER ON REQUEST 


S. SCHMUKLER & SON 


2nd & Bainbridge Streets 


Philadelphia, Pa. 


GENERAL SALES AGENTS 


Manufacturers’ Distributing Co. 


291 Broadway 


New York, N. Y. 
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Assistant Managers for Gen- 
eral Electric Supply 
Department 

Appointment of W. M. Stearns and 
N. R. Birge to be assistant managers 
of the supply department of the Gen- 


eral Electric Co. has been announced. , 


The appointments were made by D. 
R. Bullen, manager, supply depart- 
ment, 

Mr. Stearns is a graduate of Mas- 
sachusetts Institute of Technology, 
class of 1896. He entered the ser- 
vice of the Fort Wayne Electric 


W. M. Stearns 


Works April 1, 1904, and in the fol- 
lowing year became manager of the 
Fort Wayne office at Atlanta, Ga., 
holding that position until April 1, 
1909. He then became manager of 
the supply department in the Atlanta 
office of the General Electric Co., and 
was assistant manager of the Atlanta 
office until 1912, when he became 
manager of the heating appliance 
section of the supply department at 
Pittsfield. From 1916 until the pres- 
ent time he has had supervision of 
Marsh patents at Schenectady. 

Mr. Birge entered the service of 
the General Electric Co. August 4, 
1900, and in 1902 became connected 
with the supply department. He is 





NewsProducts;:Literat ure; etc: 








manager of the street lighting section 
of the supply department. 

The position of assistant manager 
of the supply department was form- 
erly held by H. C. Houck. 

* * * 
Hart & Hegeman Buys Paiste 
Interest 

The Hart & Hegeman Mfg. Co., 
which for 10 years has been associated 
with the H. T. Paiste Co. of Phila- 
delphia as selling agents, has lately 
acquired the entire capital stock of 
the Paiste company and the two 
companies will now be operated as 
one. 

The Paiste company has been in 
the electrical, business for more 
than 30 years, having been organ- 
ized by Mr. Paiste, who has been 
president and manager during that 
period. 

The 
through 


consolidation was effected 
the merger of the two 


























N. R. Birge 


companies, Mr. Paiste exchanging 
his interest in the Paiste company 
for an interest in the H. & H. 
company. He is to become a di- 
rector and officer of the H. & H. 
company and continue as manager 
of the Philadelphia division. 








J. F. Roche Joins Apex 


The Apex Electrical Manufacturing 
Co. announces the appointment of J. 
F. Roche as Midwestern sales man- 
ager, with offices at 508-510 Republic 
building, Chicago, Illinois. 


Mr. Roche was connected with the 
Montana Power Co. for 16 years— 
starting as a lineman and working his 
way up to manager at Butte, Mont. 
Four years ago he came to the Edison 
Appliance Co. as assistant to the pres- 
ident, Geo. F. Hughes, in charge of 






























J. F. Roche 








sales, advertising and publicity. He 
has one of the largest acquaintances in 
the electrical appliance and range 
business in the country. He is 46 
years old, married, and has a family 
of eight children. 

In the capacity of Midwestern sales 
manager, Mr. Roche will have super- 
vision of the Northwest district, Chi- 


cago district and the Indiana district. 
* * * 


Owen Retires from Findlay 


Company 
The Findlay Electric Porcelain Co., 
Findlay, Ohio, announces the retire- 
ment of F. E. Owen as _ secretar) 
and general manager, after 13 years 
of active service with the company. 
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L. P. Shoop, manager Kansas City Branch of the Joslyn Mfg. & Supply Co.; 
Thomas B. Bash, superintendent of overhead construction of the Kansas City Power 
& Light Co., Kansas City, Mo., and James R. Kearney, vice-president of W. N. 
Matthews & Bro., Inc., St. Louis, recently went on a fishing trip into northern 
Minnesota near the Canadian border. They are shown here with about one hour’s 
catch at Trout Lake, three miles from the border and about 20 miles from Tower, 
Minn, Only two “muskies” were caught on the trip, one weighing 28 lbs. and the 


other 30 Ibs. 


At the left is Shoop, middle one is Kearney, right, Bash. 


All are 


Shriners, members of Ararat Temple, Kansas City. 





Hoosick Falls Radio Parts Mfg. 
Co. Appoint Agents 

The Hoosic Falls Radio Parts Mfg. 
Co., Hoosick Falls, N. Y., manufac- 
turers of molded radio parts have 
appointed the following agents to rep- 
resent them in various parts of the 
United States: Stockhouse & Allen 
Co., 559-61 W. Monroe St., Chicago, 
Ill., to cover Illinois, Wisconsin, 
upper Michigan and Minnesota; 
Wood & Lane Co., 915 Olive St., St. 
Louis, Mo., to cover the cities of St. 


Louis, Mo., Memphis, Tenn., Jackson, 
Miss., and Shreveport, La., and the 
states of Arkansas, Oklahoma and 
Texas; Standard Electrical Supplies 
Co., New York City, to cover Metro- 
politan New York and adjacent terri- 
tory; Walter I. Ferguson Co. to 
handle Missouri, Kansas, Colorado, 
Nebraska and Iowa and the C. A. 
Stone Co., of 315 Foxcroft Bldg., Los 
Angeles and 538 San Fernando Bldg., 
San Francisco, to take charge of the 
entire Pacific coast. 





Mn 








An industrial parade took place in connection with the New York Silver Jubilee, 


June 16. 


A. Broggini, advertising manager of the National Carbon Co., and his 


staff are deserving of credit for originating a very clever idea for a float for this 
occasion, which is shown in the picture. It won the Blue Ribbon. The flashlight alone 
weighed over 400 lbs. and inasmuch as the float was too big to go under elevated 


structures its was necessary partly to assemble it at the starting point of the parade. 














“AMERICAN 
BRAND” 


Weatherproof and 


Bare Copper Wire 
and Cables 


Two of a Kind 


Here's two of a kind—two lines 
of a high quality. One, ‘““Ameri- 
can Brand” Weatherproof and 
Bare Copper Wire and Cables 
and the other A-! cotton, 
enamel and silk covered mag- 
net wire. 


Both give long service in actual 
use and prove the best money 
can buy. 


Dealers know ‘American 
Brand” for the satisfied cus- 
tomers it makes. Jobber’s sales- 
men rely on both lines as a 
business and good will builder. 


Be sure you give your trade 
samples of both these lines. 


American Insulated 
Wire & Cable Co. 


CHICAGO 


p=. 











“AMERICAN BRAND? 


WEATHERPROOF WIRE AND CABLES 
HAS NO EQUAL 
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Hemco Slogan Contest 

Many jobbers and their salesmen 
are now busy spreading the news of 
the Hemco Slogan contest among their 
dealers. One jobber in Milwaukee 
has issued a special notice to his 
dealers proclaiming it as the greatest 
business stimulator ever given to the 
electrical industry. 

George Richards & Co., Chicago, 
are conducting this contest to extend 
over the period, September 1 to No- 
vember 24. It is for the choice of a 
slogan. The users of electrical appli- 
ances—the general public—are to par- 
ticipate. Information to the public 
is promulgated through the electrical 
dealer. 

Prizes to the value of $1,000 are to 
be awarded in the form of merchan- 
dise credit coupons. The main prizes 
ave $250, $150, $100 and $50, and 
there are others of $25, $15 and $10 
each—85 prizes in all. After the re- 
sult of the contest is announced the 
credit coupons will be immediately is- 
sued to the winners by their dealers. 
and the dealers will be reimbursed by 
the George Richards Co. 

Since the value of the contest to the 
retailer is largely dependent upon the 
distribution of “entry cards,” several 
methods of distribution have been pre- 
pared. 

The principal 
which the 
one which is practically self operat- 
ing. A special contest display board 
carrying 100 which 


method, and one 


entails least attention is 


“entry cards,” 
are to be torn off, has been prepared. 


This display board is to be placed on 


the counter, within reach of 
everyone entering the store. The en- 
tire story of the contest is told on the 


special display board. Users have to 


$1000 wit. 

Ask us about the 
Big HENICO . 
Slogan Contes 

‘=. OPEN TO EVERYONE 


UST OF PRIZES: 


easy 





MAIL A SLOGAN 
WIN A PRIZE 


bbe Bl 
1000 sini. 


Big National HEMCO Slogan Contest-Open to Everyone 


‘MAIL A SLOGAN 
WIN A PRIZE 


=| 

















vite. 
al HEMCO PRODUCTS, 


Tear off,coe of the corte below, Wi 
quality or 





























Effective Aids in Hemco Contest 


see the board, to know what to do to 
win a prize. 

Loose cards” will be 
furnished to dealers desiring to dis- 
tribute them through the mails. 

In addition to the special display 
board and “entry cards,” a number of 
other novel store displays, designed 


“entry 


to attract the attention of everyon 
to the contest, will make up a packag: 
of contest material. In detail thes: 
are a 20 by 28-inch colored window 
hanger, a 14 by 6-inch colored sign, 
a number of window and: counter 
strips, together with envelope stuffers 
and regular Hemco display boards. 
The entire package can be secured up- 
on request by any retailer of electrical 
housewares desiring to participate in 
the benefits of the contest. 

The contest is conducted under the 
following rules: 

1. Open to everyone. 

2. All slogans submitted must not 
have more than 10 words. 

3. Any slogan descriptive of the 
quality or uses of Hemeco products 
will be acceptable. 

4. Contest 
closes November 24. 


opens September 1, 

5. Awards will be made first week 
in December. In case of ties, equal 
awards will be made. 


* * % 


O. D. Allen Western Sales- 


manager for ‘“Rockbestos” 


The Rockbestos Products Corp., 
New Haven, Conn., announces the ap- 
pointment of O. D. Allen as_ its 
western sales manager with head- 
quarters in the First National Bank 
building, Chicago. The Chicago ter- 
ritory comprises the states of Illinois, 
Indiana, Ohio, Wisconsin, Missouri, 
Iowa and part of Michigan. 

Mr. Allen was formerly sales man- 
ager for the Pratt-Chuck Co. 





Mention was made in the August issue of the Apex-Rotarex Salesmen’s Convention of the Apex Electrical Distributing Co., 
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Magnavox Selling Plan 
Elaborated 


A significant advance in the Magna- 
vox selling plan enables the company 
to offer a very close and efficient co- 
operation to such wholesale and retail 
radio dealers as from now on may be 


entered as “registered Magnavox 
dealers.” 
The registration of jobbers and 


dealers by the Magnavox Co. does not 
imply any exclusive policy, but rather 
what may be termed a policy of 
“natural selection;” that is to say that 
dealers who are best qualified to serve 
the radio public and whose own sell- 
ing methods are established on per- 
manent basic business principles will 
the 
This important step is in line 


constitute 
list. 
with the tendency in the radio busi- 


registered Magnavox 


ness to settle down to fewer and better 
dealers and eliminate the gambling 
element. 

In making the announcement of this 
selling plan, the Magnavox Co. also, 
describes new additions to its line- 
the electro-dynamic reproducer and 
the audio frequency power amplifier 
combined into a unit called an ampli- 
fier-reproducer (AI-R). And a new 
type of reproducer (Magnavox M1), 
constructed on what is known as the 
semi-dynamic principle. 


* * * 


Cedar Men Have a 25th 
Anniversary 
It was 25 vears ago when the Mac 
Gillis & Gibbs Co. started in business 
—a group of Cedar men who saw pos- 


sibilities in divorcing cedar products 
from the general lumber business and 
devoting to them exclusively that at- 
tention which the future 
seemed to warrant. ‘They were not 


outlook 
mistaken in their judgment. A great 
business has been built up through 
continued attention to service. This 
story is interestingly told in a beau- 
tiful booklet, issued by the company 
from its general offices in Milwaukee, 
Wis. 
the 25th anniversary of the company 


This booklet is to commemorate 


and every detail has been exceedingly 
well handled. 
* % * 


Cunningham Tube Week 


In connection with 
which E. T. 


award to 


the contest in 
Cunningham, Inc., will 
radio dealers throughout 
the country $5,000.00 in prizes for 
the window trimmed to display to the 
best advantage Cunningham vacuum 
tubes, the week of September 24 to 
October 1, 
aside as Cunningham tube week. 
The first prize is to $1,000.00 
tcllowed by 50 other the 
smallest of which is $50.00, and there 


inclusive, has been set 


prizes, 


will be 45 of them. 

The company has made an exten- 
sive preparation for the announce- 
ment and exploitation of Cunningham 
tube week. Advertising copy has 
been placed with leading radio maga- 
zines and merchandising publications 
as well as many newspapers through- 
out the country, and attractive win- 
dow display cards have been prepared 


and sent to all jobbers and dealers. 


Russell Electric Enlarges 
Quarters 

The Russell Elecirie Co. of Chica- 
go advises that it has recently rented 
the basement in the building it occu- 
pies and has moved all of its heavy 
machinery and installed additional 
equipment therein, thus giving 10,000 
sq. ft. of the original factory space 
to be used for the assembly of its new 
flat iron. 


* & & 


Arrow’s New Catalog 
The new catalog of the Arrow Elec- 
tric Co., Hartford, Conn., is now avail- 
able. It lists their complete line of 
wiring devices, among which will be 
It is of pocket 
size, very well arranged for quick ref- 


noted some new items. 


erence. In sending for this catalog 
ask for No. 20. 


* * *% 

H. H. Eby Manufacturing Co. 
Moves 

The H. H. Eby Manufacturing 


Co., manufacturer of binding posts 
and electrical specialties, has moved 
its business establishment to 40 S. 
7th Street, Philadelphia. In the new 
it will better facili- 
ties for serving the growing needs of 
its trade. 

The company at this time has ready 


quarters have 


for distribution its latest catalogue 
No. 15. 
the complete line of metal and in- 


This catalogue illustrates 


sulated binding posts as well as other 
electrical specialties manufactured by 
the It will be 
upon request. 


company. sent free 





in Cleveland. 


Herewith is a photograph which was taken of the Sales Representatives who were present on that occasion. 
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DeExl Tools 









RESG.U S PAT OFF 


Pliers 


For every purpose 


ERE is a type of “Red 
Devil” Plier for every 
conceivable purpose — side 
cutting, end cutting, diagonal 
cutting pliers; long nose, 
chain nose, needle nose, bent 
nose, and reamer nose pliers ; 
button and slip joint pliers. 
Forged of steel, for strength. 


Over a quarter century’s repu- 
tation behind them for quality. 









































“Red Devil” Tools comprise a 
complete line of Climbers, Con- 
nectors, Buffalo Grips, Haven’s 
Clamps, Linemen’s Tool Belts 
and Straps, etc. Send for liter- 
ature and trade prices. 

SMITH & HEMENWAY CO., Inc. 


Manufacturers of “‘Red Devil’’ 
Electrical Hand Tools 


266 Broadway New York, N. Y. 
Keep his confidence 
Sell him “‘Red Devils’’ 




































Hot Spot Makes Its Bow 


It was only recently that announce- 
ment was made of the Liberty “Hot 
Spot”, the new hot plate manufac- 
tured by the Liberty Gauge & In- 
strument Co., of Cleveland, which 
has made a distinct impression upon 
the trade. Following closely upon 
this comes another announcement, 
that of a new member of the house 
organ family appropriately named 
“The Hot Spot”, published by this 
same company. ‘The first page of 
the first issue is reproduced herewith, 
and note that it is called the “Jobbers 
Issue.” 


“The Hot Spot” must be called a 
house organ advisedly and with res- 
ervations, for, in the strictest sense 
of the word it is not a house organ 
at all, but a snappy little sheet so 
packed with good, logical horse sense 





and solid suggestions for the sellin, 
of electrical appliances that it is 
revelation when placed beside “hous: 
organs” of the common or garde 
variety. 


Evidently it is edited by a mai 
who knows his business and has mad: 
an intensive study of the merchandis 
ing of electrical goods generally. Th: 
suggestions it contains are so prac- 
tical, so usable and so “pat” that 
every salesman of electrical goods. 
wholesale or retail would find it ad- 
vantageous to take steps to place him 
self on the mailing list to receive 
“The Hot Spot.” 


Following on the heels of the 
“Hotter’n’ell” slogan recently 
adopted for “Hot Spot,” and the 
picturesque “Devil” counter card that 
has been causing so much comment, 
“The Hot Spot” makes one wonder 





Jot Spot 








JOBBERS ISSUE 





Vol. 1 


Published monthly at Cleveland, Ohio, by the Liberty Gauge and Instrument Co. 
Edited by Lawrence Efferth 


No. 100 





repaid for the time and effort expended. 


their pages. 
want Hot Spot every month. 


Let's go! 


‘Quality Folks” 


Poor old “Quality”—the 
word is almost as badly 
abused as “personality.” Ad 
writers drag it in by the ears 
without respect for the 
King’s English or the intelli- 
gence of their readers. Sales- 
men have snatched the seat 
out of its trousers. 

The dictionary defines it 
as “a state of being.” So 
quality can be good, bad, or 
worse. 

We'd rather have the old 
southern definition. Back in 
"61 the darkies would say, “Dem's quality folks.” a 
ity folks” only came from families of ari lue 
blood flowed in their veins. Courage and stamina were 
inherent—they came from families of standing. 

Blood tells! Who your family is, makes a difference. 
Gentlefolk are born—nine times out of ten. That's why 
Hot Spot is so attractive. He was born into the right 
family. He is the thied generation of Liberty Hot Plates— 
“Quality Folks"—every one. Into Hot Spot has gone all 
the experience gained in building the entire Liberty line. 

He is the aristocrat of the sales counter. His distinc- 
tive appearance marks him as “Quality Folks,” the newest 
offspring of a blue-blooded family. 

A sample of Hot Spot laid on the counter opens the 
way to many a sale of other lines. for after all an order 
blank is easy to fill after the first item is on the top line. 

Put Hot Spot to work. You'll never notice his weight 
in your grip. ° 











HOT SPOT MAKES ITS BOW 


EET the Hot Spot, boys—the newest member of the publication field. Once a month 
M it will be sent to you by the Liberty Gauge and Instrument Company of Cleveland. It 
is published with a definite purpose—to help you and the man behind the counter sell 

more electrical appliances and to furnish you with a grin or two—gratis. 





The Hot Spot will come to you once a month, and if it shall serve no other purpose than 
to continue the friendly feeling that exists between you and its publishers, they will feel well 


Right here we want to acknowledge our indebtedness to The Jobbers Salesman for the 
kindly co-operation shown in allowing us to introduce The Hot Spot through the medium ot 


Read this issue through and you will find at least one selling idea that will make you 


Then fill out the coupon at the bottom of the next page and we'll do the rest—no charge. 


Hottere’n’ell! 


Hot? Zowie! Did'ya 
ever have anybody fo- 
cus a sunglass on your 
pants just a bit under 
the equator? 


sd 


“ANY 5 
Vr 5 


feel when 
plants his Nichrome 
heating element under 
them. 

Hot Spot is a warm 
friend to everyone he 
meets. We like him be- 
cause he is the hottest : ? ; 
selling member of the hottest selling line. The jobbers 
like him—we know that they ause 87% of them 
bought Hot Spot the first time they saw him. The 
jobber’s salesmen like him because he is a light, compact 
sample and makes a dandy opening wedge to a full order 
blank 

The dealer likes Hot Spot because he is the aristocrar 
of the sales counter, because he stands out from ordinary 
hot plates like a Southern Colonel in a low brow dance 
hall. Hot Spot is “Quality Folks.” His nickel-plated 
finish and pure white porcelain element base give him the 
simple dignity that marks him as an aristocrat. 

Hot Spot is no slouch with the ladies, either. His 
shapely figure and polished exterior interests them and 
his heated devotion soon wins a home for life. 

Hot Spot is a little volcano of profit and satisfaction— 
for you and the consumer. If you haven't met him, ¢¢' 
acquainted—he’s on the back of the page. 
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what unique and forceful selling idea 
will be next forthcoming from this 
interesting and progressive source. 

It was back in 1920 that the low- 
priced hot plate was an idea in the 
back of the heads of W. J. Becker, 
president of this company and the 
sales manager Lawrence Efferth. The 
rapid growth of the idea and of the 
company has been due to the ag- 
gressive sales plan adopted by these 
men and their strict observance of 
the jobber’s protective policy which 
they have followed from the first. 
“The Hot Spot” is but one of the 
numerous ideas of a “human” con- 
structive nature that they have de- 
veloped in carrying out the plan. 

Mr. Efferth, or “Lawrence” as 
his many friends call him, is known 
to the readers of Tue Josser’s 
SaLesMAN through the “Jim and 
Jack’” stories frequently published 


under his signature. 
* + 


Three Fundamentals of Radio 


Pierre Boucheron, advertising and 
publicity manager of the Radio Cor- 
poration of America has made a thor- 
ough tour of the mid-west in August, 
where he visited the leading RCA 
jobbers and dealers in an endeavor 
to secure a cross-section of opinions 
and views on the radio trade tendency 
in that territory. Mr. Boucheron was 
particularly interested, while on this 
trip, in conducting research in the 
mid-west territory for the guidance of 


the Radio Corporation in its future | 


relations with the trade. 

The results of these observations he 
will incorporate in a free course to 
radio dealers, to be known as “How 
to Sell Radiolas.” The object of the 
course will be to bring to their atten- 
tion the three fundamental ideas be- 
hind successful retailing activities, 
and to suggest applications of these 
fundamentals that will be useful to the 
dealer and jobber in selling Radiolas. 
These ideas will include: 

1. Advertising. 

2. Demonstrating. 


3. Service 
* * * 


Code Words for Outlet Boxes 

The Steel City Electric Co., Pitts- 
burgh, Pa., is the first manufacturer 
to provide code words for outlet 
boxes and covers. These are con- 
tained in the new catalogue No. 34 
which is just out, a 56-page book of 





fine quality and of size and punching | 
to fit the jobber’s binder. 














SOLD 
ONLY 
THROUGH 
JOBBERS 




















SUPERIORITY 








Ohe 
ORIGINAL KITCHEN UNIT 


HE first big success in Daylight Kitchen 

Units was scored by The Ohio Public 
Service Co. who bought more than 5000 of 
“Red Spot’’ Hanger No. 1371-A. They 


BOUGHT THROUGH A JOBBER 


The Wakefield Unit has quality, fine appear- 
ance and structural advantages not found in 
cheap “‘fitters.”’ 





In selling equipment for kitchen lighting cam- 
paigns, to either central stations or contractors, 
push the ‘Red Spot.’’ Remember the first cam- 
paign was on “Red Spot’ material. In the 
most successful campaigns “Red Spots’ have 
been used. We expect to retain this leader- 
ship through giving quality, service and 
the maximum net profit to those who 
handle “Red Spots.” 








POINTS OF 











Red Spot Chain 
Hangers are all 
made of 22 B. & 
S. gauge brass. 
) Quality hangers 
can only be made 
of substantial ma- 
terial. When bid- 
ding on a_ job, 
state in the speci- 
fications that “Red 
Spot” hangers are 
22 gauge and 
make the competi- 
tion come to that 


standard. 








Elberta St., Vermilion, Ohio 


Pacific Representatives: 
Geo. A. Gray Co. 
San Francisco and Los Angeles 
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New Electrical Products, Illustrated 





One advantage of the new electric 
water heater placed on the market 
by the Cutler-Hammer Mfg. Co., 
Milwaukee, Wis., is that just as 
much water as is desired may be 
heated and the switch then turned 
off. There is no open flame to heat 
up the kitchen, and no soot or dirt 
connected with the heater. Instalia- 
tion of the heater should be near the 
storage container, but the control 
switch can be placed where desired. 


Simple, neat, compact and sturdy 
is the “Ajax” multi-radiophone plug 
developed by the Ajax Electric Spe- 
cialty Co, St. Louis, Mo. This plug 
requires no extra loops or parts to 
connect from one to four phones in 

This fitting is furnished with and series. 
without fianged rings. The flanged 
ring prevents chipping of the mar- e 
ble, granolithic cement or similar ZA= — > ™ An electric pancake griddle has 
flooring when the cover plate is re- = 2 ‘aes ( been developed by the Allied Fac- 
soa ee: a — 7 nel 4 hy = Es f tories Corp., 21st ‘street and Grand 
yalvanized cast iron having four fee Par ae Pama CMe The 
which hold the box in place when it * A wre ehh —e, — — hs 

: . eT = Servubest” is simple to use, easy 
cement is being poured and serve as a mug to clean and constructed of strong 
anchors when cement has set. The . = —— high-grade material with 12-in. 
box will take a maximum size con- By, = - a griddle top of heavy brass, nickel 
duit of 1 in. with room for bushing. ‘ plated, with black ebonized han- 
The Russell & Stoll Co., Inc., 17 : dles ” Heating elements are so 
V andewater street, New York City, placed as to insure uniform heat over the entire cooking surface. It requires a 
is the manufacturer of this device. nce ae ik PP cle: ae ; oe: let ith 6 ft. of an 
All of the metal parts except the current of 660 he 110-120 volts = bene complete with -- ” 0 PB sag esiat ne 
box and adjusting ring are of brass. heater cord, separable attac hment plug and convenient snap switch. The heating 

‘ element will be replaced, free of charge, if it becomes defective within one year, 
‘ provided it is used on voltage as shown on the name plate. 








Our 
lil 


















































An advanced idea in electrification is embodied in the can be done by the steam laundry and makes the house- 
complete laundry outfit which is now being sold through holder independent. ‘The marketing possibilities of this 
jobber-dealer channels by the Modern Home Appliance laundry unit as a whole are very great, outside of the 
Co., 418 Gumble building, Kansas City, Mo. It re- usual applications above mentioned, when it is con- 
presents a complete laundry designed for the home, sidered that there are about 25,000 small country towns 
apartments, hotels, hospitals, etc., and embodies an in the United States without steam laundry facilities. 
electric washing machine and wringer, portable tubs, The trays or tubs embody a gas heater, insulated 
electric ironer and electrically operated dryer. This partition and wash board. 
all-in-one outfit, therefore, accomplishes everything that 
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New Electrical Products, Illustrated 














Above is featured a loud speaking 
cordless telephone unit, developed by 
Stanley & Patterson, Inc., 250 West 
street, New York City, having a 
super-sensitive transmitter, mounted 
behind the face-plate, and an em- 
bossed metal mouthpiece of semi- 
flush design mounted on the face- 
plate. Push buttons for calling the 
apartments are directly under each 
letter compartment, permitting the 
installation of an unlimited number 
of letter box units. The standard 
finish is brush brass or black-velvet 
enamel. 














The Moe-Bridges Co., Milwaukee- 
San Francisco, has announced a new 
product, the “Focalite,” a pendant 
fixture for commercial lighting. The 
“Focalite,” although constructed on 
the lines of the regular pendant com- 
mercial unit, is especially practical, 
as it features an entirely new exter- 
nal lamp adjustment device on which 
the manufacturers have filed a pat- 
ent application. The manufacturer 
of this new fixture claims for it, the 
production of perfect illumination 
involving the minimum of labor by 
the user. The simple turning of a 
set-screw outside the fixture permits 
lowering or raising the lamp as the 
case requires and places the filament 
center of the lamp in the exact fo- 
cal center of the lighting unit. The 
attention of the trade is being at- 
tracted to the ‘“Focalite” through a 
very thorough and wide-spread sales 
and advertising campaign which has 
as its keynote the economical and 
efficiency advantages of the new ex- 
ternal adjustment feature. 





The question of ade- 
quate aisle lighting in 
motion picture theatres 
has been answered. Here 
wis a device that does away 
/ with fumbling for seats, 
stumbling or collision in 
the darkness. Every inch 
of the aisle is illuminated 
with a diffused light. It 
is no longer necessary to 
have overhead or side 
lights which cause glare 
and_ eyestrain. The 
“Aislelite” does not detract from the best screen effects and makes it unnecessary 
for ushers to carry flashlights to light the way. It is made of strong metal finished 
on the outside in any finish desired. The inside is enameled pure white for great- 
est reflection. Porcelain receptacle for 10-watt, S-14 sign lamp is equipped with a 
nipple for connection to conduit. The glass window is made of double strength cor- 
rugated diffusing glass, fixed so that no dust can accumulate inside. It is guaran- 
teed as to workmanship and material—nothing can get out of order—nothing to be 
repaired. The exclusive distributor for this device is the Exhibitors Supply Co., 825 
South Wabash avenue, Chicago. 














Here is an extension 
lamp of an approved type 
for comfort, convenience 
and general utility. It is 
equipped with an adjust- 
able spring grip by means 
of which one can _ in- 
stantly attach the lamp 
anywhere there is surface 
enough for the grip to 
catch onto. The “Grip-o- 
Lite” is equipped with a 
double swivel joint by means of which one can turn or adjust the lamp to throw 
the light just where desired. As a reading lamp it can be attached to the edge 
of a table, the head of a bed, the arm or back of a chair, or to any object that 
will place the light in proper position for reading. As a general utility lamp it 
can be attached to the sewing machine, the top or side of a mirror, the piano, the 
work bench, or to any door or partition close to the place where the light is 
desired. It is being manufactured by A. B. Stewart & Co., 219 West Huron 
street, Chicago. 























The accompanying 
composite illustration 
shows some new addi- 
tions to as well as 
standard items in the 
line of cast metal out- 
door lighting fixtures 
made by Herwig Art 
Shade & Lamp Co. 
2140 North Halsted 
street, Chicago, IIl. 
This company mer- 
chandises through the 
electrical jobber and 
has just issued four 
new pages for its cat- 
alog which are now 
available to the jobber. 
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Emerson Junior Ventilator 


The popular-priced 
ideal ventilating fan 
for the small or medium 
size kitchen,--espe- 
cially designed for 
apartments, flats and 
small homes. 


Furnished complete 
with supporting ring 
and mounting boards, 
matched, cut and 
Grilled with all neces- 
sary bolts and screws-- 
long enough for any 
kitchen window. 


Emerson Junior Venti- 
lator has a capacity of 
almost 500 cubic feet 
per minute, but takes 
less current than a 
50 watt lamp. 


Do your customers 
know they can retail 
a highly satisfactory 
ventilating fan in- 
stalled in the home at 
$20.00 or less? 


Dealers who have or- 
dered samples of this 
new fan are enthusias- 
tic over its sales pos- 
sibilities all the year 
‘round. See that your 
customers are told 
about Emerson Junior 
Ventilator, and appre- 
ciate the big field for 
this low-priced fan. 


The Emerson Electric 
Mfg. Company 
ST.LOUIS :: NEW YORK 











Tillotson’s Rapid Progress in 
Los Angeles 

R. P. Tillotson who for 15 years 
was sales manager of the Appleton 
Electric Co., at Chicago, resigned 
about a year ago, and started in the 
manufacturers’ agency business in Los 
Angeles, Calif., under the firm name 








Tillotson’s Warehouse. 


of R. P. Tillotson & Co. He is lo- 
cated in the heart of the electrical job- 
bing trade with a large warehouse 
(pictured herewith) and is represent- 
ing at the present time exclusively in 
the state of California, with consigned 
stocks the following concerns: Apple- 
ton Electric Co., Chicago; Ajax Elec- 
tric Specialty Co., St. Louis; Aurora 
Steel Products Co., Aurora; Apple- 
ton Rubber Co., Boston; Short Man- 
ufacturing Co., Penn Yan. 

R. P. Tillotson & Co., through their 
sales force have now worked up a 
large business dealing exclusively 
through the jobbing trade and enjoy 
a reputation for service with goods 
of first class merit only. 


Majestic Reorganized 
Plant, equipment and good will of 
the Majestic Electric Development 
Co. have been taken over by the Ma- 
jestic Electric Appliance Co., Inc., 
with offices at the same address, Folson 
street between First and Second, San 
Francisco, Calif. The personnel is as 
follows: A. T. Burch, president; T. 
M. Simpson, vice-president and gen- 
eral manager; H. H. Daley, sales 

manager; P. W. Botts, auditor. 


* %* 


Brogan to Start Advertising 
Agency 

G. W. Brogan, advertising mana- 
ger of Black & Decker Mfg. Co., 
Baltimore, has announced that on 
January 1 he will conduct an adver- 
tising agency under the name of G. W. 
Brogan, Inc. He will have the Black 
& Decker account and will further 
specialize in accounts in the automo- 
tive field. 


* & & 


O. H. Nickerson’s Change of 
Address 


O. H. Nickerson, electrical manu- 
facturers’ representative, Cleveland, 
announces the removal of his offices 
to 452 Leader-News building. Among 
the manufacturers with whom he is 
now connected are: All Steel Equip 
Company of Aurora, Ill.; Connecti- 
cut Telephone and Electric Co. of 
Meriden, Conn.; Federal Porcelain 
Co. of Carey, Ohio., and Schwartze 
Electric Co. of Adrian, Mich. 





The above photograph was taken at the July Conference of the Edison Lam) 
Works at Harrison, N. J. Two of these conferences are held each summer—one i! 


July and one in August. In July, representatives of the Edison Lam 
stations and district offices spent the first day in going through the factory. 


jobbers, centra! 
The res! 


of the sessions were held at the Newark Athletic Club where lectures were given b) 
members of the different home office departments covering all phases of the lam) 
business. The August session, known as the “Senior Conference,” was devoted large!) 
to lighting practice, with considerable merchandising instruction included. 
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The trade-mark which 
insures perfect out- 
side insulation. An 
increasing demand for 
'Hydro-Proof 
Insulating Tape proves 
that it answers the 
test of out-of-door 
insulation by dependable 
service. To any job 


needing outside insulation 


Hydro-Proof 
Black Tape brings its 
moisture-proof qualities, 
providing an insulator 
unaffected by water. It 
withstands heat and 
cold—a perfect joint in 


winter or summer time. 


Sold only to jobbers. 


Elkhart Rubber Works 
ELKHART, 


INDIANA 


Sterling Manufacturing Co. 


Doubles Its Working Capacity 


Symbolic of the spirit of good 
business is the new extension added 
by The Sterling Manufacturing Co. 
of Cleveland to its factory, shown 
in the accompanying illustration. 
te addition to the plant increases 








W. W. Dowdell, Manager of Jobbing 
Sales, Sterling Manufacturing Co. 


the size of the factory from 22,000 
sq. ft. to 45,000 sq. ft. of floor space. 
The Sterling Manufacturing Co. 
first began business in 1906, special- 
izing in the production of fine elec- 
trical instruments. It has always 
maintained a strict jobber policy 
through legitimate jobbing channels 
and now numbers among its distri- 
butors the largest and best known 
jobbers in the country. It claims to 











The above photograph shows the exten- 
sion being made to the factory of the 
Sterling Manufacturing Co., Cleveland, 
Ohio. Besides being one of the leading 
manufacturers of automotive supplies, this 
company lays claim to recognition as the 
largest manufacturer of pocket meters In 








The Fan Hanger 


Every Modern 
Building Requires 
‘These Two Outlets 








The Floor Box 


Hanger Outlet is for 
the support and cur- 
rent supply of fans, 


heaters, lighted pic- 
tures. It is an integral part 
of the original wiring job, 
not a makeshift arrange- 
ment. It does away with un- 
safe and unsightly brackets ; 
being flush with the wall, it 
is out of the way when not 
in use, 


Reversible Cover 
Floor Box is the last 
word in convenience 
and efficiency ; every 
modern building requires it. 
No additional cover to lose. 
A split bushing permits the 
attachment plug to be in- 
serted and removed without 
removal of the cover. 


Send for Bulletin 


Frank Adam 


ELECTRIC COMPANY 








the world. 


ST. LOUIS 
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A Radio Store Neces- 

sity that Every Jobbers 

Salesman should Push 
for Volume 


Seven styles of Terminals for radio 
work—every style a seller. A big 
hit with with the 
dealer and with every jobber who 
has taken them on. 





the customer, 


Show your Dealers a Mar- 
gin of $32.50 on $7.50 
Assortment. 





Show them the Snappy 
Counter Display Package in 
Red and Black. A big con- 
venience and A Silent Sales- 
man. 





Sell EVERY DEALER on 
your Books. It is a Big 
Favor to them and Profit for 
you. 


JOBBERS! 


Write today for price proposition 


Orders filled as 


on quantity lots. 


received. 


PATTON-MACGUYER 
COMPANY 


Baker Street, Providence, R. I. 







| as Canadian sales manager. 


|be the largest manufacturer of dash 
'and pocket meters in the world, its 
dash meters being standard on many 
|American and foreign automobiles. 
| Besides electrical and automobile de- 
vices, the company manufactures a 
complete line of radio parts. 

W. 
_jobbing sales for the last few years, 
| previous to which time he was iden- 


tified 


Co. 


and 


foot 


the 





the 
| of 











Cooling “His Majesty” 
The Denver Gas & Electric Light 
and the Westinghouse Electric 


unique window display. 
strian passing the Gas company cor- 
ner, one of-the busiest in Denver, is 
halted by the unusual sight of a nine 





ing upright, in an awe inspiring atti- 
‘ude, bruin towers above the average 
human like a young mountain. 
scene is set with artic trimmings, and 
the crowning touch achieved by a bat- 
tery 
inghouse product, which are 
lated to keep his 
cool. 

The bear, himself is worthy of at- 
tention in any setting. Standing ex- 
actly 9 ft. 3 in. tall when upright, and 
weighing 1990 pounds, when alive, he 
is reputedly the 
killed in Alaska. 


this display through the courtesy of 
| he Dupler Fur Co. Mr. Littlefield of 


W. Dowdell has had charge of 


with the National Carbon Co., 


* *x* * 


Mfg. Co. are co-owners in a 


The pede- 


polar bear in the window. Stand- 


“Give Him the Air” 


The 


of six ivory fans the latest West- 
calcu- 
“Frigid Majesty” 


largest bear ever 
He was obtained by 
Westinghouse representative for 


Central Station and Mr. Barrett 











Increased Lamp Sales 
invariably result when 
a dealer uses 


Velvet Frost 


REG. U, 8. PAT. OFF. 


This non-injurious compound 
actually etches the glass in two 
giving a smooth uni- 


which cannot be ex- 


minutes, 
form finish, 
celled. 


It enables the dealer to fill all 
orders for frosted lamps on the 
dot, one Can being a substitute 
for hundreds of frosted lamps 
on the shelf. 


McKAY COMPANY 
275 Water St., New York City 


Western Representatives 
Atlantic-Pacific Sales Co. 
San Francisco, Cal, 
Canada. 


L. C. Barbeau & Co., Ltd. Montreal 














the Westinghouse Company 


«worked out the details of the window. | 





Business Cards 
that get you IN 










OUR and 
Metecs number are important factors to 
and quick audience with 
No one 


name, business, address 

a favorable 
the man you are trying to reach. 
should be without a good business card. 
They create immediately the impression 


of your importance and “GET YOU IN.” 


BOOK FORM CARDS | 


Carried in “Well Wear’ Case are distinc- 
tive, beautifully lettered in either Roman 
or Gothic in process, Engraved effect, with- 
out use of expensive dies or plates. Used 
officials and salesmen of the largest 





by 
concerns in U. S. 


Note smooth edge of card 
when detached, 















Send $2.00 

f 100 
cot write Wear Well” Ue, 
eres rasta 
(4 tines.) $8.00 for 260 


.50 for 500 cards. 
or $4.80 for additional line 











Stubs of cards held firmly by lever binder | 


in case. 
j 


MODERN CARD COMPANY | 
41 East 11t.. Street - CHICACO 
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Glass Insulators 


are best 
for 
Low and Medium 
Voltages, Because of 
their Durability, 
Efficiency, Low Cost 
and Uniformity. 


MMMM 


Correspondence 
Invited 











,;HEMINGRAY 
GLASS CO. ~ XY 


OFFICES& FACTORY 
MUNCIEY 
IND. 
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White Frosting Solution 


Produces a smooth white frosted 
surface on any clear electric lamp 
by dipping the lamp in the solution 
and washing in water. Five or more 
lamps can be frosted in five min- 
utes, at a cost of a fraction of a 
cent each. Etch-O-Lite is clean, 
rapid and economical. Safe to use 
—no harmful or acid effect on hands 
or clothing. 


Guaranteed 
Permanent - Heat Proof 





Distributors of Factory Output: 
UNION ELECTRIC COMPANY 
Pittsburgh, Pa. 


Canada: Northern Electric Company. 


| Strong Is General Manager | 





Shelby Lamp Division 
E. F. Strong of Cleveland has been 
appointed manager of the 
Shelby Lamp Division of the National 
Lamp Works of General Electric Co., 


general 

















E. F. Strong 


succeeding C. C. Skiles whose resig- 
nation took effect July 31. The Shelby 
Lamp Division moved recently from 
Shelby, Ohio, and is now located at 
603 Jackson Building, Buffalo, N. Y. 

Mr. Strong has been engaged in the 


| lamp business since 1905. Since 1906 


| visions and plants of the 


| Lamp Works. 


he has held positions of sales and 
factory manager of various sales di- 
National 
His long and varied 
experience makes him eminently fitted 
to the new position which he has now 
assumed. 
* * * 


Helps Dealers Help Themselves 

A novel and interesting feature of 
the Radio Corporation of America’s 
sales promotion activities is the prep- 
of three form 
their dealers in 


aration of a series 
letters, by 
circularizing consumer prospects. 
“John Perkins’, improvised 
character, tells in a very simple and 
entertaining fashion the many advan- 
tages gained by having a Radiola in 
the home. Ease of operation, low 
cost of upkeep, and the many other 
desirable features are all covered 
without loss of interest, which is 


usually the case when such subjects 


for use 


an 


_ are introduced. 


Copies of these letters are furn- 


ished all RCA dealers upon request. 








Dealers have them printed on their 
own stationery and send them out to 





LLEN FLU 


NON- a FOR-SODERING 





Forms 
Stick, mee ‘Sate, Liquid, Oil. 
Alumi- Soder, Alumi-Flux. 


A Point Of Interest 
To All Electrical, 
Auto And Radio Job- 
bers And Dealers. 


Official tests show increased conductiv- 
ity, greater strength, safety and speed—— 


Due to the use of Allen Non Acid Fluxes 
when sodering joints. 





For Sale by All First Class Supply 
Houses Everywhere. 


Oldest and Largest Manufacturers of 


Fluxes in the World. 


Endorsed by The 
National Board of Underwriters. 


© 1.8 C.@ 
[Rscorninc suPP cui s| 
ePUULSLSLSUN IN 


4586 N. Lincoln St. ~ Chileans. til. 














BRUNT 
avaitty PORCELAIN 


QUALITY 





Manafactured under 


license from the Patented 
Porcelain Appliance Feb. 3, 
Corp. 1920 


Our goods marketed through the 
Jobber. 
Drive-It Knob 
Knobs, Tubes, Cleats 
and Specialties 


THE BRUNT PORCELAIN COMPANY 


COLUMBUS, OHIO 
 —<$—$—<————————} 
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“CENTRAL” 
Rigid Steel 


| CONDUIT 


The ideal pipe for jobbers—be- 
cause it wears well before and 
after installation; because we 
keep large stocks of Conduit, 
Elbows and Fittings for quick 
delivery. 








A piece of “Central 
Black” wound round 
and round like wire, 
without buckling, flat- 
tening or chipping the 
enamel. The ductility 
and finish are exclu- 
sively “Central.” 
“Central Black” is en- 
ameled;; “Central 
White” is galvanized. 
We have recently in- 
troduced new _ proc- 
esses in the manufacture of “Cen- 
tral White” and “Central Black” 
Conduits with the result that the 
finish of these products is now bet- 
ter than ever. By this new process, 
flaking or scaling of finish is elimi- 
















nated. 
‘‘Central White”’ “Central Black” 
(Galvanized) (Enameled) 





CENTRAL TUBE CO. 


PITTSBURGH, PA. 




































Don’t Argue — Sell 


THE time Pittsburgh Standard 
saves on the job works for 
the salesmen who handle it. More 
calls, less time to each. , Archi- 
tects know it, contractors like it, 
dealers need it. You will sell it. 
Here’s the why:— 


Reaches the job ready to in- 
stall. Eliminates reversing coup- 
lings and running dies over pipe 
ends. Threads are clean, sharp 
and true. And, it costs no more 
than ordinary enameled conduit. 


Enameled Metals Co. 


PITTSBURGH, PA. 





















their list of prospects a week to ten 
days apart. Personal calls by the re- 
tailer follow the third letter. 

The growing demand for copies of 
this series proves that merchants are 
willing to circularize their prospects 
if they can get letters that are inter- 
esting as well as educational. 

* * # 


Selling and Education 


By C. S, COLER 

Manager, Westinghouse Educational 

Department 

ELLING, in its broadest sense, is 

education, and education is selling. 
Many salesmen who have achieved 
prominence in their work say that 
their success has come through sell- 
ing ideas; that once the public and 
their prospective customers are edu- 
cated to the point of understanding 
the proposition the orders come easily. 
Our business has become so complex 
that it is necesary for us to train 
carefully the men who are to repre- 
sent us on the commercial firing line. 

This training is carried on in a 
variety of ways and by a number of 
different agencies in the Westinghouse 
company. We find many of the men 
who have had considerable experience 
in the work comparing notes with 
others from different organizations; 
we find men getting together for con- 
ferences at headquarters or in the 
district offices; others are attending 
evening classes in local educational 
institutions, and still others are keep- 
ing up to date by reading and home 
study. 

The keen interest which we find 
everywhere in the organization along 
these lines indicates that we are 
facing changed conditions, a new or- 
der of competition and bigger com- 
mercial problems than we have had for 
a number of years. Our war experi- 
ence has taught us the value of thor- 
ough training before taking up work 
in the front ranks. At headquarters 
all hands are busy helping the young- 
er men to prepare for more respon- 
sible work. ; 

A careful campaign has been con- 
ducted among the colleges and else- 
where for men who possess the right 
characteristics and fundamental train- 
ing. The various department man- 
agers are interviewing these new men 
and getting acquainted with them in 
the commercial school. Others are 
helping to equip them with a knowl- 
edge of our apparatus and our pol- 
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YAGER’S 


Soldering Flux 
1873-1923 

Standard for half a century. Keeps 
dry and granular in new style con- 
tainer. Non-corrosive. See that your 
dealer has sufficient stock. 
This is our Semi-Centennial year. 
ASK them to buy YAGER’S SOLDERING 
PASTE. A quick, safe and sure flux. Write 
your house for prices so you will be prepared 
to quote the trade. We furnish it by MAIL 
in three sizes of the familiar blue and white 
cans: 2 oz., % Ib. and 1 Ib. 


ALEX. R. BENSON CO., Inc. 


Hudson, N. Y. 
lg of distributors see McRae’s 1923 Biue 











BE A BOOSTER 





Tell Your Friends 


About 


THE JOBBER’S SALESMAN 
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~OUNG srown.OM'gs 


RIGID STEEL 





CONDUIT anv FITTINGS 


The Steelduct Company 


Youngstown, Ohio 














PHILLIPS WIRE COMPANY 
PAWTUCKET, R. I. 











Complete Service 





INDUSTRIAL WIRING 
DEVICES 
SAFETY SWITCHES 


SERVICE CAPS, PIPE ENDS 


Wayman Electric & Mfg. Co. 
EAST PALESTINE, OHIO 
Successors To 


The Efficiency Electric Co. 








Wrigley for Quality 


STEEL TOGGLE BOLT 


HOOD RIVETED ON 


Wrigley Toggle Bolts 


Made of heavier gauge steel. 

Can be put through smaller holes 
than average toggle bolt. 

First Toggle Bolt made. 


The Thomas Wrigley Co., 
504 Sherman St., Chicago, Ill. 








icies, and to give them some concep- 
tion of the competition which they 
must shortly face. The works and 
engineering departments are helping 
in this program by providing training 
space and engineers to help carry on 
the instruction. The Westinghouse 
Technical Night School has added its 
quota of trained men to the commer- 
cial ranks. 

Many of the men who have been 
through our training courses in the 
past are now handling responsible 
work in our various departments. 
Some have gone out into other fields 
and are holding positions of respon- 
sibility there. An active contact with 
these men means additional business. 

* * * 


Reben Forms Company in 
New York 


The Reben Electrical Manufactur- 
ing and Supply Co., 32 Union Square, 
New York City, has been formed 
with Robert R. Reben at the head. 
This company will act as manufac- 
turer and manufacturers’ agent of 
various lines of electrical supplies. 
Among other things, Mr. Reben has 
the national right for a low-priced 
line of outlet box covers which he is 
offering to the jobber trade. Mr. 
Reben was formerly in business with 
his brother in the Metals & Insula- 


tion Co. of America. 
* & & 


Collins Chicago Manager for 
Tubular Woven Fabric Co. 


Walter C. Rardin, for many years 
district sales manager in the Chica- 
go territory for the Tubular Woven 
Fabric Co., has resigned. In _ his 
place the company has appointed Wm. 
R. Collins, formerly with the Pack- 
ard Lamp Division. The new Chi- 
cago address will be 1524 South West- 
ern avenue, where there are ample 
warehouse facilities for all the ‘““Dura- 
bilt” products. 

* * % 
Clinton Stark Special Agent for 
Westinghouse 


Clinton Stark, former manager of 
supply sales for the Sprague Works, 
of the General Electric Co. and more 
recently general manager of the Bon- 
nell Electric Manufacturing Co., has 
joined the Westinghouse interests as 
special agent. He will be associated 
with John R. Gibson, vice president 
of the Westinghouse Commercial In- 
vestment Company with headquarters 
at 165 Broadway, New York, N. Y. 





The Valentine-Clark Co. 


aun CCT PEs 


New York Toledo 
Minneapolis Spokane 


The secret of wood preservation is 
simple: Poison your wood so it will not 
be attacked by fungi at the ground line, 
by using a HIGH-BOILING OIL OF 
COAL TAR. This will forever hold the 
poison and not leach out. Results are 
Permanent if properly applied. 


Specify V-C Butt Preservation. This 
— - tees you a perfect Process of Pole 
rt on. 


CEDAR POLES 


Northern 
White Cedar 


Western 
Red Cedar 


Plain or 
Butt Treated 


T. M. Partridge 
Lumber Company 


POLES 


PLAIN OR TREATED 


NATIONAL POLE C0. 


Escanaba, Mich. 


220 Broadway, 2844 Summit St., 
New York Toledo, O. 
Rialto Bldg., 
San Francisco, Calif. 









































PAPAYA 

[nu [a 
he 
aXe 
BAR 


a 
Imps 
\n 





arms 


24Hour s Service. 
BUTT TREATING 
ANY SPECIFICATION 


Let Us Show You How 
SJ ToCashInOnBELL Poles 
Sy SEND FOR BOOKLET CONTAINING- 
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POLE LINE HARDWARE 
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HUBBARD & COMPANY 


Pittsburgh 


Chicago 


Recommend Hubbard N.E. L.A. 
Standard Pole Line Hardware 


The National Electric Light Association, 
Pole Line Hardware, call for Hardware made of open hearth steel having 
a tensile strength of from 55,000 to 65,000 pounds per square inch. 


in their specifications covering 


Galvanizing by the hot-dip process, is also specified so that the coating 
will stand four one-minute immersions in the standard test solution. 


Every piece of Hubbard Hardware is made to meet these requirements. 


HUBBARD 
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300-ft. Range 
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Reasons why Eveready 
Flashlights are all-year- 
round profit makers 
for your dealers 


There are many reasons, you can tell your 
dealers, for Eveready supremacy in all- 
year-round profit making. Here are three 
of the more important — 


Family, personal, and industrial use of Eveready 
Flashlights is now greater than ever, and will 
continue to increase. There is growing apprecia- 
tion of the fundamental fact that Eveready Flash- 
lights are “the handiest and safest portable lights 
ever created.” 


Eveready Flashlights are valued as a necessity in 
the broadest sense in home, office, and factory; 
in police and fire service; in hospitals; in outdoor 
pursuits; everywhere when portable light is 
needed. Convenience and protection of property 
and life demand that Eveready Flashlights be 
substituted whenever possible for unhandy and 
unsafe forms of portable lights. 


Leading improvements, superior construction, 
better and longer service, and sustained advertising 
have made the name Eveready as well known as 
the word flashlight itself—which word was coined 
by Eveready inthe beginning of the industry. 


‘These are hard-boiled facts, and we feel sure that your 


talking them up in your own way will lead still more 
of your dealers to concentrate on the Eveready Line. 


Eveready Profit Makers for Your Dealers are Profit Makers for You 


NATIONAL CARBON COMPANY, Inc. 
Long Island City, N. Y. 


Atlanta Chicago Cleveland Kansas City San Francisco 











Last month we announced “The Motors 
That Breathe’’—our new Type “L’”’ Poly- 


phase Motors. Already we are receiving 


hundreds of 


great interest being worked up among mo- 


inquiries—indicating the 


tor buyers by our national advertising in 
the Saturday Evening Post. 


This interest will evolve itself into satis- 
faction as these motors are placed in serv- 
ice. The “ventilation” feature is support- 
ed by others equally as advantageous. 
Among them are high power factors, 
starting and maximum torques; absolute- 


ly dust-proof bearings; reversible termi- 
nal box with removable cover; reduced 


Only for Motor Jobbers 


and their Salesmen 


sizes and weights with added rigidity and 
strength. 


Type “L” Motors are finding ready accept- 
ance among motor buyers everywhere be- 
cause of their downright ability to do 
their work faithfully and well. If you 
haven't already done so, it will pay you to 
get details of this profitable new line of 
motors by calling or writing us, today. 
i} i) 


The introduction of Type “‘L’’ Motors is a 
forerunner of expanded R & M Manu- 
facturing, and sales programs. Motor job- 
bers are now afforded an opportunity to 
sell a complete line of R & M Motors. 


THE ROBBINS & MYERS COMPANY 


Springfield, Ohio 


Boston, 74 Pearl St. 

Chicago, 1444 Conway Bldg. 
Cincinnati, 9-11 E. Third St. 
New York, 30 Church St. 

St. Louis, 1522 Chemical Bldg. 


Brantford, Ontario 


Buffalo, 831 Ellicott Sq. Bldg. 
Charlotte, N. C., 217 Latonia Bldg 
Clevcland, 1239 W. Third St. 
Philadelphia, 1418 Walnut St. 

San Francisco, 701 Rialto Bldg. 
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Sales Ideas 


Program for 12 Months 
September—COMMERCIAL LIGHTING 


October—CHRISTMAS SELLING 
Appliances, Xmas Tree Outfits, Flashlights, Toys, 


ete. 
November-——-RADIO 
December—ANNUAL CLEARANCE SALES 


January—SMALL APPLIANCES 
Adapted for Use in Home, Hospital, Office and 


Factory 


February—CLEANING 


Vacuum Cleaners, Scrubbers 
March—-HOME ELECTRIC (WIRING) 
April—HOME LIGHTING AND FIXTURES 
May—ELECTRIC LAUNDRY 

Washers, Ironers, Dryers, Flat Irons 
June—FANS AND VENTILATION 
July—HOT WEATHER SELLING 
August—COOKING AND BAKING 


Ranges, Ovens and All Portable Cooking 
Appliances 


Published by 
Electrical Trade Publishing Co. 
Chicago 
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The Jobbers Salesman 


PART II 
SALES IDEAS 


Successful Sales Stunts for Those Who 
Retail and Install Electrical Products 





September, 1923 





Sales Stunt No. 1 
SEEING OURSELVES AS OTHERS SEE US 


dealer in an average sized city had gone over all of the show window 

lighting prospects in town but with very poor success. After looking 
the situation over he decided that something radical was necessary to stir 
up lighting enthusiasm on the part of the store owners—there were about 
58 of them that he had attempted to sell. 

So the idea struck him to show them their store fronts as other people 
saw them at night. He went to the livest electrical contractor in the town 
and had him make up several seven-foot lengths of conduit with five 100- 
watt lamps fitted with proper reflectors and a socket attachment plug on 
each length. He then installed one of these temporary lighting fixtures in 
one store window in each block. That night he took a kodak and tripod 
and photographed each block of stores, giving about a ten-minute expo- 
sure. The contrast between the dark and lighted stores cannot be described, 
as the former could barely be distinguished beside the light one, in front 
of the windows of which several people could be seen silhouetted. 

As many copies of each picture were made as there were poorly lighted 
stores in the block. With a red pencil a large arrow was marked on each 
picture, pointing at one dark front and underneath was written, “Whose 
Store is This?’’ On the reverse side the day and time of day at which the 
picture was taken was marked. That was all. The pictures were mailed. 

Each picture was a real puzzle, for it would have been almost impos- 
sible for any store manager to pick out his store from it. 

In following out this campaign the dealer went ahead with the trial 
installations, avoiding the larger stores, and brightening up the smaller 
ones. Since retail merchants are very jealous about being outdone by 
their competitors, especially the smaller fellows, this stunt worked to per- 
fection. The larger stores came to modern show window lighting and 
came strong, so as to surpass the smaller stores. In going after the big 
stores he did not mention the other installations as trial ones, but simply 
pointed to past accomplishments. Before the job was finished he perma- 
nently lighted 42 out of 58 windows, besides selling a number of signs. 





Sales Stunt No. 2 


DAYLIGHT LAMP FOR DOCTOR’S DIAGNOSIS 


HE WAY one dealer made sickness pay furnishes an idea that may be 

followed out profitably even if you are in the best of health. This chap 
was always feeling tired, lacked energy and complained constantly. Finally 
he went to his family physician. It was evening when he went in. After 
a brief examination the doctor told him he would have to call in the day- 
time saying: “I will have to examine you by daylight as I cannot get the 
pallor of the skin, or judge the arterial and veinous circulation by this 
light.” The dealer, being busy in the daytime asked if he might not come 
the next night and bring one of the new (to the doctor) daylight lamps, 
and the doctor agreed to try it out. 

To the physician’s astonishment the next evening, this lamp gave him 
the right light to complete his diagnosis, which was that the man had the 
first symptoms of tuberculosis. In discussing the matter later the physician 
said: “Do you realize that 65 per cent of a doctor’s business is at night? 
And do you understand that in examining patients it is essential in many 
forms of disease, such as eruption of typhoid fever in the beginning, 
measles, scarlet fever and all skin diseases to have a light of daylight 
color value? You can do no better thing for my profession than to edu- 
cate them on this new lamp.” ‘This was enough for the dealer. He ob- 
tained a directory of all the physicians in his city and flooded them with 
literature and letters on the daylight lamp and made a killing. 


Sales Stunt No. 3 
CAPITALIZING ON CURIOSITY 


UT a hole six inches in diameter in the front curtain which is 

drawn over the display window at night. Pull down the side 
curtains and leave the interior of the window enclosure in darkness. 
Place a sign conspicuously outside, calling attention to a conveniently 
placed push button switch (high enough to be out of reach of small 
children). The passerby wishing to gratify his curiosity pushes the 
button which lights up the interior of the window until he releases the 
button. He gratifies his curiosity through the aperture in the cur- 
tain. This was used effectively by a Trenton, N. J., dealer. 


Sales Stunt No. 4 


ELECTRIC SIGNS ON LOTS FOR SALE 


BROOKLYN real estate man was sold several electric signs reading, 

“A Fine Site,” which he erects with temporary wiring on any im- 
portant property he has for sale, especially where the front is hidden by 
advertising bulletin boards. He says it pays—big. The dealer who 
originated the idea says the same. 





Sales Stunt No. 5 


PLUGS IN LIGHTING UNIT THEN TALKS 


DEALER who is well known in his community takes the time to 
do a lot of outside sales work among the storekeepers in his 
locality. He offers this suggestion: 

“It isn’t much of a task to take one of the store interior lighting 
units you aim to sell and connect it to a flexible cord with a plug on 
the end. Then put a lamp in it and carry it with you. Plug it in and 
light it as you talk to the merchant. While it is true that vou are 
selling lighting rather than equipment, the lighted unit tends to hold 
the prospect’s attention and to keep his mind on lighting instead of 
safety pins or synthetic gin or whatever he was thinking about when 
you blew in. 

“You can do the same thing with a window lighting unit. Whether 
or not you want a carrying case for your demonstration unit is up to 
you entirely as an incidental matter.” 


Sales Stunt No. 6 


CUSTOMER CHOOSES LAMPS BY SEEING 
THEM LIGHTED 
N A well-arranged sales room in Wichita, Kansas, there is a lamp 
sales counter in the rear directly back from the main entrance and 
in an aisle through which most of the customers will eventually pass. 
A number of lamps are arranged in a row in front of an opening in a 
‘ase back of the counter, and well above the line of vision. This open- 
ing is finished in black inside as a background. On the counter in front 
of the customer is a row of flush switches, in number and position cor- 
responding with the positions of the lamps in the rear case. A sample 
of each kind of lamp in stock is connected and by means of the switches 
the customer is aided in making a quick selection, as he may manipu- 


late the switches himself. 
Sales Stunt No. 7 
AN AMMETER ON THE LAMP DISPLAY RACK 


-FTER having used several kinds of display racks for lamps a Los An- 

geles dealer standardized upon one which embodied an ammeter. It 

was homemade, and consisted of a standard on a suitable base with two 
crossarms, and wired independently. 

An ammeter was mounted on the standard between the two crossarms, 
and by means of a simple contact-point switch below could be thrown onto 
the circuit of any lamp and its current consumption read. Frequently 
when the clerks were busy the customer would manipulate the switch and 


make his own selection of lamps before the clerk came up. 








Sales Stunt No. 8 


UTILIZING VACANT SHOW WINDOWS 
FOR DEMONSTRATING 


A TOWN of 45,000 there were a number of stores and business places 
with inadequately lighted windows, but the owners were conservative 
and hard to convince. The principle electrical dealer in the town found 
the right way to handle the situation when a millinery store in the busiest 
part of the town closed its doors in bankrupicy. This dealer, by con- 
sulting the building owner, and ascertaining who the new tenant would be, 
secured permission from the renter to lease the two show windows for a 
week. He also arranged with one of the large department stores to dress 
these windows. In one window he left the old equipment, consisting of 
seven 60-watt lamps with glassware of the usual kind seen in poorly lighted 
windows. In the other he rearranged the outlets and installed daylight 
lamps of the proper wattage and with suitable reflectors. 

Every other day during the week he sent a form letter to the window 
lighting prospects, calling their attention to this window and explaining 
how he was able to get the proper lighting effects by the improved installa- 
tion. In these letters he not only aroused their curiosity but also showed 
them what the improved system meant to them in dollars and cents. 

He also took a photograph of the windows to bring out the difference in 
the two forms of lighting. 

After this little week’s campaign was over, he called personally on all 
the prospects, and if they hadn’t gone to see the window display he used 
the photograph effectively. While he was not able to close all of them for 
new installations, the results of the campaign were nevertheless very sat- 


isfactory for he “landed” a number of these stores. 


Sales Stunt No. 9 
HAND PICKING PROSPECTS 


MIDDLE western dealer follows a clever plan in picking prospects 

for outside solicitation and later selling them. After supper he 
lights up a cigar and with a pencil and note book takes a stroll and 
observes the store lightingabout town. The notes that he makes read 
something like this: 





Jones Shoe Store—window dim—lamps too small. Good bet for 
daylight lamps. Could use electric sign. Inside store poor lighting 
has some bare lamps. 


bad glare. Obsolete units 





units—dirty—not enough light 
Home Bakery—bare lamps in window 





inside dim—one doesn’t burn. 
Evans Garage—needs light over doorway 





sales room has only one 
lamp—bare. Could use electric sign. 








Athens Candy Shop—Glaring window lighting—rows of bare lamps 
on sides. Interior—-open shades and low wattage lamps. Has electric 
sign. Show case lamps should be used. 

Gotham Fashion Store—Window installation good—two lamps 
out. Ought to have daylight lamps. Interior—good units well spaced 
but dirty and lamps too small. Could use color matching units. Could 
use show case lamps. 

With the list in hand, he first stars the ones which need better light 
and which would represent the biggest sales. Then he goes over the 
list again and stars those who sell clothes or luxuries or anything except 
household necessities. For instance, he doesn’t star a grocery store or 
bakery but does star a shoe store or candy shop. Then he goes over 
the list once more and stars the stores which are either busy or which 
he knows are run by progressive fellows. When two or more stars fall 
opposite one name he knows he has there a real prospect. 

Instead of calling up one side of the street and down the other, 
he takes the cream of his prospects first, and then follows down through 
layer after layer, but always working on a definite plan. 

Following through in this way 66 prospects were chosen out of 300 
stores as being the best and 64 out of the 66 were sold. 


Sales Stunt No. 10 


SINGLE DEMONSTRATION SELLS 268 SHOW 
CASE LIGHTING OUTFITS 

CERTAIN manufacturer furnishes a show case lighting outfit to 
demonstrate the lighting results that the merchant will get in his 
own show cases, using lamps burning in the natural position. A progres- 
sive electrical dealer, making a bid for this class of business, tried a dem- 
onstration in a show case of a large department store. It resulted in an 
initial installation of 12 show case lighting outfits, which after a test of a 
few months, an order for 256 showcase equipment. Using standard 
lamps burning in a natural position, tip down, in the demonstrating outfit 
and in all the standard equipment, showed this merchant a saving of sev- 





eral thousand dollars in a six months’ period. 


Sales Stunt No. 11 


CARRIES FLOOD LIGHTING OUTFIT IN HIS CAR 
DEALER on the west coast who has a hobby for flood-lighting 
buildings has arranged temporary or demonstration units which he 

carries around in his car. After he has talked to his prospect he takes 
these out, connects them up to the service and shows on a part of the build- 
ing. or the entire front, or on the signs, monument, or whatever it may be, 
the effect that his prospect can expect to secure. His claim is that he has 
never lost a sale when the demonstration has been made. 








Sales Stunt No. 12 
GREEN STAR GOT INTEREST 


JOBBER had sent to an electrical dealer a quantity of a certain 
manufacturer’s booklets on a desk lighting unit. The dealer’s im- 
print was placed on the booklet and as he was very anxious to build up 
his sales in the unit he did not wish to mail the booklet to his prospects 
without doing everything possible to have it receive attention. Therefore 
he preceded the mailing of the booklet with a letter which read as follows: 
“Right now a lot of mail passes over your desk—naturally some of it 
must go into the waste basket without reading. This is just a word to 
warn you—don’t throw away a small pamphlet we're mailing you in a 
couple of days. There will be a GREEN STAR on the envelope. Tell 
the girl to watch for it and put it on your desk.” 
Of course a large green star was pasted on each envelope and the 


mailing was exceptionally successful as to returns. 


Sales Stunt No. 13 


OFFERING A COMMERCIAL LIGHTING SERVICE 
N JACKSONVILLE, Fla., a large dealer who handled many fixtures 
came to realize that not long after each installation was put in accumu- 
lations of dust and dirt would detract from its usefulness and it would not 
be a standing advertisemert for him. He established what he. called a 
commercial lighting service; offering a regular monthly inspection service 
to his fixture customers. This meant that he engaged to keep the custom- 
er’s lighting equipment clean and in proper condition by monthly inspec- 
tions, cleaning and recommendations. A small fee was charged, but in 
addition it greatly increased his sale of lamps. Furthermore the installa- 
tions were always in presentable shape so that he could take prospective 
buyers to sce them. The plan also cemented his relations with his custom- 
ers so that they would almost always come to him for further equipment 
and supplies. 


Sales Stunt No. 14 
INSTRUCTING THE CUSTOMER WITH A CHART 


NE dealer keeps posted in the store a sheet showing the proper 

sizes of lamps to be installed in various places in the home. 
When a customer comes in and simply asks for lamps, he or she is 
taken to this sheet by the sales lady in charge and together they con- 
sult the layout. This makes a more impressive way of selling and the 
customer becomes much more interested. In most cases where the cus- 
tomer came in for an ordinary 25 watt lamp, regardless of its location, 
the attendant would sell a white Mazda lamp instead. Frequently she 
was also able to sell a carton of five lamps. 


Sales Stunt No. 15 


CAPITALIZING ON NEWS ITEMS 
PROGRESSIVF. dealer in Newark, N. J., happened to read the fol- 
lowing item one day in his local newspaper. 

“As Mr. and Mrs. B. returned from the theater last night and 
entered the hallway of their residence, two men jumped out of the 
parlor window and escaped. Owing to the street lamp being shaded 
by the trees they were unable to get a good description of the unin- 
vited visitors.” 

The dealer immediately took the clipping and called at the home and 
talked with Mrs. B., who readily gave him the full details of the adventure 
of the evening before. He also obtained a photograph of her with permis- 
sion to use it in connection with a sales idea that he wanted to work out in 
order to protect other people from similar danger. 

He took the newspaper clipping and had a “photostat” made, very 
much enlarged. (This is a form of photographic enlargement.) He then 
arranged this photostat together with the picture of Mrs. B. and her story 
into the form of a window display which could be placed close to the glass 
and read by anybody from the street. In connection with this display he 
lettered the simple statement that a good porch light is insurance against 
just this sort of thing, and that he would be glad to call upon request and 
give any one an estimate on wiring up a porch light for his residence. This 
attracted a lot of attention and many people came in to inquire about porch 
lighting, and he secured some substantial orders. 

This idea of following up the news of the day need not be confined to 
porch lighting installation. There should be an all-night light in all store 
buildings, banks, factory offices, etc., that are in danger of being burglar- 
ized. In the average sized city, unfortunately, not many months or weeks 
elapse without some burglar story coming up in the newspapers which could 
be capitalized upon in a way similar to the above. 


Sales Stunt No. 16 


AN AFTER-DARK SALES TOUR 

N AFTER-DARK store-to-store tour has been a big business getting 

idea for a New England electragist. Just as soon as it begins to get 
dusk, he starts out with a porter who is loaded down with a big stock of 
lamps in cartons—all the cartons the boy can carry. He goes into each 
store, looks around to see what lamps are old or burned out and at what 
outlets the merchants should have larger or different lamps. Then he 
talks lamps and lighting, demonstrating his points by actually putting 
lamps into sockets. His immediate sales of lamps alone are profitable, 
besides which he gets many installation jobs from merchants whose equip- 
ment is out of date. 








Sales Stunt No. 17 
HIGH INTENSITIES ATTRACTED CUSTOMERS 


N electrical dealer in Hartford, Conn., selected a corner window 

having a frontage of 12 ft. on one side and 10 ft. on the other. 
Fifty-two prismatic window reflectors were arranged three rows deep 
on the ceiling. Lamps of 150 watts were used in the reflectors. The 
depth of the window was 10 ft. and the height 12 ft., with a valance of 
cathedral glass extending down two feet. Tests with a photometer 
showed an intensity of 700 foot-candles. In addition there were several 
spot lights and border and foot lights with color screens giving more 
than 20 colors and tints. 

Upon trying this out it was found that the public was very much 
attracted by the high intensities. As the color scheme was changed 
constantly the contents of the window constantly changed in appear- 
ance. Since the taste of people varies widely in the matter of color, 
it was found that sales were very much stimulated, since people fre- 
quently saw things in a “new light,” appealing enough to make them 
buy. 


Sales Stunt No. 18 


LIGHTS AID PROFESSIONAL MEN 


N MANSFIELD, Ohio, a clever lighting solicitor sold a considerable 

number of high-intensity office lighting units to doctors, dentists and 
lawyers, by showing them that such lighting provided a form of advertising 
which is at once effective and ethical. 

In this city, as in many other smaller communities, offices on the second 
floor of buildings on the main streets are occupied by professional men. 
By installing a brilliant light which is left burning until 10 p.m. or later, 
the office window with the name serves as an excellent transparency sign. 

Doctors, lawyers, dentists, etc., cannot ethically advertise or use adver- 
tising signs, but there is no argument against their taking advantage of the 
signs painted on their windows, backed up by strong illumination within the 
office. This argument sold a number of units in Mansfield and will sell 
units in almost any city where conditions are similar. 


Sales Stunt No. 19 
INSTALL SINGLE UNITS ON TRIAL 


HEN it appears impossible to make a “straight sale” of lighting 

equipment, offer to install one unit on trial. The contrast between a 
bright, new, high-intensity commercial lighting unit and the old equipment 
which is left hanging is so marked that the better lighting sells itself. 
Authorities generally agree that a complete trial installation should only be 
offered as a last resort and under exceptional circumstances. 











Sales Stunt No. 20 
UTLIZING WASTE SPACE ABOVE SHELVING 


N MOST stores there is unused space between the topmost shelves and 

the ceiling. A Salt Lake City dealer used this effectively by enclosing 
it in the form of shallow cupboards or compartments lined with dark ma- 
terial. These were open on the store side. In these spaces he installed 
and wired a number of commercial fixtures and some portables with means 
for switching them on from the counter on the opposite side. When dis- 
cussing these various lighting units with a customer, even though there were 
samples at hand for close inspection, he often found it a clincher to his 
arguments to turn on the unit under discussion and with the customer view 


the effect from a distance. 


Sales Stunt No. 21 
LOANING YOUR WINDOW TO THE MERCHANT 


DEALER in electrical appliances has been successful in making it 

a practice to loan one or more of his windows to some local merchant 

for a period. The merchant’s window trimmer installs the display and the 
illumination is studied carefully by the dealer and made to show the 
window off to the best possible advantage. Each such window is a demon- 
: estration of how that merchant’s goods should be illuminated. In a number 
of cases the merchants were so much interested that the dealer was able 


to secure substantial orders for modernizing their lighting equipment. 
Sales Stunt No. 22 


TRY THE SIMPLE SIDEWALK SIGN BOARD 

N ELECTRICAL dealer of I.os Angeles, Calif., felt an immediate in- 
4 crease in his lamp sales from the installation of a simple curbstone 
sign board such as is used frequently in other lines of trade. It was an 
attractive one in blue and white and in no way detracted from the appear- 
ance of his premises. It carried simply the words “Mazda Lamps,” and, 
being located on one of the principal streets, was seen by hundreds of occu- 
pants of street cars and automobiles as well as by pedestrians. 


Sales Stunt No. 23 
WIFE CANVASSES WITH KITCHEN LIGHT 


N enterprising dealer in Missouri has as an active business partner 

an enterprising wife. She equipped herself with a popular make 

of kitchen lighting unit, with cord and plug attached. This she takes 
with her on house-to-house demonstrations. “It is only a second’s work 


to plug in,” she says, “but there’s nothing like it for opening the house- 
wife’s eyes to the transformation that good lighting can make in her 


own kitchen.” 








Sales Stunt No. 24 
HOW TO KILL SHADOWS IN A WINDOW 


N THE case of an electrical store where great dependence is placed 

on window displays, the manager found that people in pausing to 
examine the wares shown in a certain display did not appear to be 
satisfied with the effect. They would squint, some few would try to 
get a better view, while most of them passed on with an air that carried 
the impression that something was wrong with the window. After con- 
siderable study he came to the conclusion that the high intensity 
illumination in the windows, resulting in very sharp shadows, was 
detracting seriously from its selling power. The bad effect, he found, 
came from clear lamps. To counteract this he replaced the clear lamps 
with what are known as bowl-enameled lamps—those with a diffusing 
coating on the lower half. The rays from the filament strike the coat- 
ing and are broken up. <A portion pass through as diffused light and 
the remainder are redirected upward to the reflector and then down to 
the objects below. Sharply defined shadows he found could be elim- 
inated in this way. 

When the change was made, the same window display was found 


to be productive of much better results. 
Sales Stunt No. 25 


USING ENGINEERING SPECIFICATIONS 
EFFECTIVELY 
JJOBBER in Pennsylvania says that engineering service is his best 
sales argument. ‘““The customer sometimes doubts us because he 
knows we are trying to sell him the equipment, but when we go in with an 
impressive set of specifications from the engineering department of the lamp 
works, it is always considered as final. It carries more weight than any- 
thing else we can use in securing big lighting jobs.” Engineering service 
of this nature is always available to the dealer through his jobber, and 


should be utilized in the case of important installations. 
Sales Stunt No. 26 
PORTABLE STAGE FOR THE WINDOW 


T IS EASY to construct a portable stage which can be used to wall 
off your show window space for a special setting to represent an 
enclosed room open on the window side only. The walls may then be 
papered without great expense and thus form an effective background 
for kitchen, parlor or bath room as they are needed. Outlets for 
lamps and fixtures can be provided so as to illuminate the stage for 
The walls can be made separately, to fit together, 


ce %? 


any kind of a “set. 


and the walls can be removed on a moment’s notice. 

















Sales Stunt No. 27 


WATT-HOUR METER DEMONSTRATION 
SOLD THEM 

OST people yet have a hazy idea as to how much it costs per hour 
4 to burn any kind of an electric lamp. A dealer in Asheville, N. C., 
knowing this to be true, capitalized on the lack of knowledge. He placed 
an ordinary watt-hour meter in the center panel of a frame in his window. 
A Mazda lamp, burning continuously, operated the meter. On another 
panel a carbon lamp of the same candle power operated a meter much more 
rapidly. The cost of current required to move the indicators on each dial 
one point was lettered on the main panel. The third panel carried a good- 
lighting message. Not only did hundreds stops to view the exhibit but 
many came in to talk about reading their meters and went out with cartons 


of lamps. 


Sales Stunt No. 28 


HE DEMONSTRATED THE CENTER SPOT BEAM 
DEMONSTRATION of a window flood light having a powerful 
center spot beam, will convince the merchant that he should be 

using this in his window display. One dealer wired the unit with 10 feet 
of cord and plug and demonstrated the color effects during daytime in the 
merchant's own show windows, and even in his store. He sold 37 out of 40 
calls that he made. In demonstrating the window flood light, the center 
spot beam was focused on something that the merchant wanted to concen- 
trate attention on, and invariably the question was, ‘“‘How soon can you 
deliver one to me?” 


Sales Stunt No. 29 


SCHOOL BOYS AND GIRLS SELL LAMPS 


PRIZE campaign for the sale of lamps was used successfully by a 

New Haven, Conn., dealer. Advertisements in the local papers 
invited school children to participate. In the first three days 12 boys and 
girls ‘“‘signed up.”” Each was equipped with five sample, loaned lamps oi 
10 to 200 watts rating in different stvles. Commission ranged from 3 to 
20 cents per lamp. Prizes included flash lamps and “blinker’’ sets. 





HE sales stunts in the “Sales Ideas” section are selected from the best that 
yer appeared from time to time in the electrical, business and class publica- 

tions, and association proceedings, as well as from among those contributed 
direct to us by dealers, central station appliance departments, manufacturers 
and others. General acknowledgement is made to these various sources that have 
been helpful to us in producing something that we believe will be useful in the 
common aim—to help the electrical industry. 























Your most profitable 


Sales Idea 





Electric Light Fixtures 


(Made in Chicago) 


—If it isn’t, now, 
You can make it so. 


Think about it! 


Sold exclusively 
Through Local Jobbers — 
All over the U.S.A. 
































For every 10,000 of population 


There’s $30,000 
of lighting business 


waiting for some one 


Are you that 
Progressive someone? 


Return the coupon 
for our proposition 












Edison 
Lamp Works 
of G. E. Ca., 
Harrison, N. J. 


Gentlemen: 
I am interested in selling’ com- 
mercial lighting. Send me the details 
of your new campaign and how you can 
p me get this business. 

you have reports of what other progressive 
merchants have done and how they have made real 
money on commercial lighting, send them along also. 
Yours truly, 


EDISON LAMP WORKS 


of General Electric Co. 
HARRISON, N. J. 







he! 


























AISLE-LITES 











Big profits are being made by electrical contractor dealers through- 
out the country by specifying aisle lights for lighting theater and 
auditorium. aisles. You not only get a long profit on the aisle 
light but also your profit on the wiring. Send for complete cir- 
cular giving list prices and discounts. 


Exhibitors Supply Company 


825 So. Wabash Ave. Chicago, III. 











Contribute 
Your Best Sales Stunts 


Those interested in helping to stimulate the sale of 
electrical merchandise through electrical channels are 
invited to contribute descriptions of sales stunts that 
they have employed with success. 

These descriptions should be confined to 250 words 
or less. A diagram or sketch may be used where 
necessary. 

We will pay $2.00 for each suggestion of this kind 
found acceptable for publication. 


Address Contributions to 


The Jobber’s Salesman 


Room 824, 53 W. Jackson Blvd. Chicago, IIl. 

















Know About This Test !” 


Prive to Jamadiry of thw vest. The New Grned Lenin Drqpactament Stamey 
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Tad Pig ’ 





Masi The Coupes 


LAMPS tg, 4... 











Yours for the Asking 


QU are entitled to the lamp business of your 

neighborhood merchants. It may belittle from 
some, much from others, but a fancy volume from 
several of them. And you can get this business for the 
asking. It is to their advantage to buy lamps from one 
source of supply—and to your advantage and profit to 
supply all their lamp needs. 


Merchants everywhere will give more consideration to 
better store lighting after the September 22nd issue of 
the Saturday | Post appears. It contains the con- 
vincing advertisement illustrated above. You can well 
arrange your selling program to push better store light- 
ing every day in September. Let us send you a copy of 
our booklet, “Building Profit With Light”. It will help 
you increase your lamp sales and lighting profits. 
National Lamp Works of General Electric Co., Nela 
Park, Cleveland, Ohio. 


NATIONAL 


MAZDA LAMPS 














Opportunity 
for More Profit 


OUR town or city offers you 

a greater opportunity for 
commercial lighting business than 
it ever has —or ever will again. 
The largest number of commer- 
cial buildings ever under construc- 
tion at a given time are being 
built today. New stores and office 
buildings, automobile sales rooms, 
schools and public buildings help 
make up the list. For how much 
of this new construction will you 


supply the lighting equipment? 





Sell the IVANHOE Trojan to these 
_—< | _ >». builders. Get your share, at least, 
weietttbiti we: of the lighting business that some- 

one must get. Ask us about our 
\ _/ dealer proposition and our adver- 
ati Eo tising and sales promotion helps. 
—S They have put many contractor- 

Above is shown one of several dealers miles ahead of all compe- 


popular Trojan units. Our ee: - 
Trojan folder in colors de- tition. Write today. 


scribes the complete line. 


Write for a copy today. IVANHOE-REGENT WORKS 
of General Electric Company 
CLEVELAND OHIO 


GLASS SHADES~STEEL REFLECTORS 
“‘A General Electric Product’’ 

































A NEW 





Externally operated set 
screw permits adjusting 
| filament center of lamp to 
{ exact focal center of unit. J 





Goll ; 
MOF/BRIDGES PRODUCT 


Offering An Unusual Opportunity 
For Profit 


A Pendant Fixture for commercial 
lighting with an external lamp 
adjusting feature which will meet 
an instantaneous, open-armed wel- 
come from your trade. 

This new product, by the simple 
turning of a setscrew oulside the 
Fixture, lowers or raises the lamp as 
the case requires, and places the 
filament center of the lamp in the 
exact focal center of the lighting unit. 


This quick ezternal adjustment 
produces the maximum lighting effi- 
ciency for the lamp wattage used, 
regardless of the size or shape of the 
unit or the type of lamp. 

The * Pendant is furn- 
ished in three standard finishes— 


Focalite”’ 


Statuary Bronze, Brush Brass, or 
Mobrico. Packed individually, in 


small, neat cartons. 


Write today for particulars 























In the first successful Kitchen 
Lighting Campaign, “Red Spot” 
Units were used. In the most suc- 
cessful campaigns “Red Spots” 
have been used. We expect to 
retain this leadership through giving 
quality, service and 
the maximum net 
profit to those who 
handle °'Red 
Spots.”’ 











WA 


You can quote a lower price and make a larger 


13 


Points of Superiority 


Red Spot Chain 
Hangers are all made 
of 22 B. & S. gauge 
brass. We believe that 
quality hangers can 
only be made of sub- 
stantial material and 
that skimping on the 
metal is the surest sign 
of inferiority. When 
you bid on a job, state 
in your specifications 
that the “Red Spot” 
hangers are 22 gauge 
and make your com- 
petitors come to that 
standard or admit that 
the stuff they offer is 
inferior. 






IELD 


profit if you use 


Wakefield “Red Spot’’ Hangers for your commercial lighting jobs. 


Sold Only Through Jobbers 


THE 
F. W. WAKEFIELD 
BRASS CO. 





Elberta Street 
Vermilion, Ohio 























